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for [eephoning between ("ities 
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Call by number, whenever 


you can 





Call during the less crowded 
hours of the businew day 





Speak distinctly and directly 


into the mouthpiece 














Herz are three simple suggestions that are almost sure to 
help you in getting the most out of your telephone calls 
between near and distant towns. 

Call by number, whenever you can; it will save your 
time. It is useful to know the number, especially for calls 
that you may make frequently. ‘Information’ will gladly 
give you the number of any person or concern you wish, 
so that you can make a note of it for the future. It is a 
convenience to your customers to print your own tele- 
phone number on your letterhead. 

Make your calls when the men you want to 
reach are likely to be less busy. Try calling before 





9:30 in the morning, between noon and 2, or shortly 
after 4. 

Third, speak distinctly into the telephone, keeping 
your lips close to the mouthpiece. A natural speaking 
voice such as you use in talking to a man across your desk 
makes distant calls as clear as local calls. 

Remembering these three points will make your tele- 
phone service easier and better than ever. Inter-city calls 
are ideal for making appointments. Following up visits. 
Clearing away misunderstandings. Completing 
buying and selling transactions. Bell Telephone 
Service is Convenient . . . Economical . . . Universal. 
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THE NEW KNIFE SHOWN HERE IS CALLED VIANDE. THE 
REGULAR DINNER AND DESSERT KNIVES ARE ALSO MADE 














(Lesenting 


All the feminine world likes “that certain something” that Paris 
gives to a frock, a hat, a jewel, an arching evening slipper. Call it 
style, call it chic, call it whatever you will... but call it yours! But 
what have hats and frocks to do with silverware? Well, just about every- 
thing! For Paris has given to those hats and frocks . . . and all of your 
intimate possessions, certain basic, foundational lines that make them 
what they are. Slender, splendid lines. Clean, streamlines. Modern 


lines. And those are the lines of SILHOUETTE... the new silverware 








SILHOUETTE 


pattern. SILHOUETTE is smart today... tomorrow... and years from 
tomorrow. For such basic good taste is always smart. So, when you choose 
your silverware pattern, choose it standing before a mirror. A mental 
mirror at least. See yourself... dressed as you are, looking as you 
do...and you are bound to choose SILHOUETTE. Its lines are your 
lines. It's modern... and you're modern, And you'll go well together. 
For illustrations and prices of SILHOUETTE pattern write for booklet L-48 


to Sales Promotion Dept., International Silver Co., Meriden, Connecticut. 
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INTERNATIONAL SILVER CO 





1847 ROGERS BROS: 








A SALES STORY THAT 





STARTED WITH EVE AND HER FIRST FIG LEAVES 


One of Boston’s big silver merchants said to us 
the other day ... “that’s a great new story 
you’ve got on your Silhouette pattern.” 


We thanked him .. . but actually the story is so 
old that it dates back to Eve and fig leaves. 


For since the first of all women, clothes have 
been woman’s symbol of style and appearance. 
Which explains why the theme of the advertise- 


ment above was chosen. This advertising says 
“style” in the leading magazines, to practically 
every style-wise woman in your town... nearly 


every prospect whom you can logically hope to sell. 


Fox illustrations and prices of SILHOUETTE pat- 
tern write for booklet JH to Sales Promotion Dept., 
International Silver Co., Meriden, Connecticut. 


Salesrooms: New York, Chicago, San Francisco. 
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Small Tools of Big Importance 
What ANY Customer Wants is Found in the 


SPOON ose 
SHAPED 
CLAW FRONT VIEW 
a 











Star Drills—The best on the Market. The points 
are milled absolutely uniform. Each drill in- 
dividually tempered and _ tested. Countersink 


















pagal mages = and — 7 C t e 
Z wes allow clearance for e brick or omple e Line 
cement. Wrecking Bars—Red Bend Pattern. Gooseneck end 
painted red. Both ends individually tempered and . 
e tested. Notice spoon shaped claw for pulling 
of Quality spikes. Notice also heel on prying end. 
AL-O-ITE Cold Chisels. —Made of extra refined cigar 
steel hard use. In- 
dividuaily tempered y* mr f Replacement Because they are made 


guarantee against defects. 


of high grade alloy 


steel which is very care- 


fully heat treated and ea 


Cold Chisels—Octagon Steel—All sizes and lengths. t emper ed, V & B Sm all 


Tools are used in the 


——- Bits—Various patterns designed espe- 
ially for use on brass, iron or wood. 





Reamer Bits.—Round shank next to taper. Four 





V4 B.MFG.CO. F largest shops through- sides hollow ground, by clearance to cutting 
Cape eels a extra ~ oy —_. out the country—yust 
Especially adapted for e work on dies, auto- i 
mobiles, ete. as V & B Vanadium 








Hammers are used by 


| PR thousands of the most 


All Steel Wood Chisels—For easy work on_heavy i 
wood. Beveled —. zene _ Black Finish. skilled carpenters. 
‘empered. 





Knurled Belt Punches—Reamed out so that wads 
will not stick. Best design on the market. 











Carpenter’s Ripping Chisels—Straight Pattern with 
nail slot. Claw end of bars painted red. Very 
attractive in appearance. Very sturdy. 


V.BB.MFG.CO. 





Machine Punches. Extra Quality—Special Taper. 
Extra refined tool steel. Special taper to allow 
clearance. Very popular. 





Floor Chisels—Thin blade makes it easy to cut 
us — matched apie! aed: latte Aoi 
ace very carpenter. plumber an electrician 
Flat Head Nail Sets.—Will not roll readily on = = 
should have one in his kit. uneven surfaces. Design permits easier, better Prick Punch.—Extra quality. Knurled pattern. 
guidance. Sells readily. Assorted as follows: 
4 each 1-32 and 4-32. 8 each 2-32 and 3-32. 
Packed in Display Box. P 











Conerete Chisels—Designed especially for breaking through 
sections of concrete or street paving. Made of extra heavy steel. 
Individually tempered and tested. 


Write today for complete catalog 


VAUGHAN & BUSHNELL 
MANUFACTURING COMPANY 


Makers of Fine Toots 
2il4 Carroll Ave.~ ~ Chicago, Ill. U.S.A. 
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The Walworth Master Stillson 
with steel or wood handles in 6, 
8, 10 and 14-inch sizes and with 
steel handles only in 18, 24, 36 
and 48-inch sizes. 








With the 
new red handle 
and the same old 
trademark... 

































Any wrench buyer can pick out a genu- 
ine Walworth Master Stillson from a whole 
pile of others by its bright red handle. 


He can further satisfy himself that it’s 
the real thing by the little old diamond with 
the word STILLSON drop forged on the 


top jaw. 


And when he gets to working with the 
Master Stillson, he will quickly sense its 
greater strength in the way its harder teeth 
and heat-toughened jaw and bar stand up 
under the strain of doing the day’s work. 


WALWORTH 


Walworth Company, General Sales Offices: 51 East 42nd St., New York 
Plants at Boston, Mass.; Kewanee, Ill.: Greensburg, Pa., and Attalla, Ala. 


Distributors in Principal Cities of the World 


Walworth Company Limited, 620 Cathcart St., Montreal, P. Q. 
Walworth International Co., 11 Broadway, New York, Foreign Representative 
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Disston No. 3614 Hack Saw Frame 


Perfect Extension Frame. Adjust- 
able by half inches. Takes blades 8 to 
12 inches long. Handle, with large 
hand hole and comfortable grip, gives 
exceptional control of saw. Stretchers 
reversible for sawing straight or side- 
wise, and will not fall out. 








Disston No. 200 Hack Saw Frame 


For use in close quarters. Depth, 
1 inch from teeth to inside of back. A 
favorite with plumbers, electricians, 
etc. Low steel frame gets in where oth- 
ers cannot be used. Takes 8” blade. Re- 
versible stretchers for sawing straight 
or sidewise, and will not fall out. 





ANSWERING YOUR CUSTOMERS’ 


QUESTIONS ABOUT HACK SAWS 


This will help you sell better Hack Saw Frames and Hack Saw Blades. 


What kind of Hack Saw Frame 
e is best, and why? 
For ordinary work, a Disston 
e No. 3614, which takes all blades 
from 8 to 12 inches long. It gives best 
control of the blade. Where you have 
to work in close quarters, get a Disston 
No. 200, which is made with a low 
back. Both are Disston quality: there 
can’t be better. > 


What are the best blades to use? 
e Aren’t all hack saw blades about 
alike? 
No. Disston Hack Saw blades 
¢ cut better and last longer. They 
are made of Disston Steel. The teeth 
are milled at a special angle, to give 
them the greatest cutting speed and 
durability. And every third tooth is a 
“cleaner” tooth, to carry chips out of 
cut and save the cutting edges. 


What kinds of hack saw blades 
e does Disston make? 
A Regular all-hard and flexible 
e blades. The all-hard blades are 
called Disston Chromol and the flexible 
blades are called Disston Duraflex. 


Disston Chromol and Disston 
Duraflex Hack Saws? 
Disston Chromol (all-hard) 
e blades are suitable for general 
purposes, while Disston Duraflex (flex- 
ible) blades are suitable where awk- 
ward cutting positions are encountered 
and for use by unskilled workers, be- 
cause of their flexibility and ability to 
withstand abuse. 


O What is the difference between 
. 


When should Disston Duraflex 

e blades be used? 
Where the stock to be cut is un- 
e stable and apt to break the blade 
(for example, electrical flexible con- 





duit); or where cutting has to be done | 


in an awkward position, or under such 
conditions that a straight, even stroke 
is difficult to maintain; or where the 
operator is inexperienced and by care- 
lessness breaks all-hard blades. 


Disston Hack Saws are 14, 18, 24, 
* and 32 teeth to the inch. Which 
should be used under different con- 
ditions? 
In general, the space of two 
e teeth on the blade should never 
be greater than the thickness of the 
stock to be cut. Two or more teeth 
should be engaged in the work at all 
times. 


How should a Disston Hack Saw 
e be used in a hand frame? 
Strain blade tightly in frame. 
e Cut slowly, not over 60 strokes 
per minute, for best results. Put pres- 
sure on forward stroke to avoid slip- 
ping and lift slightly on backward 
stroke. Make each stroke do its work. 
Do not bend frame sideways. 


What causes breakage of teeth 

e and blades? 
A The breakage of teeth is caused 
e usually by trying to saw metal 
that is too thin for the number of 
teeth per inch in the blade. (Remem- 
ber that at least two teeth should be 
engaged in the work at all times.) 
The breakage of the blade itself may 
be caused by failure to strain the blade 
tightly in the frame or by carelessness 
in bending the frame sideways and so 

snapping the blade. 


What causes undue wearing 
¢ away of teeth? 
Overspeed and insufficient pres- 
e sure, which cause unnecessary 
wear and slipping of the blade, with 
only partial cutting effect. 


Write for booklet, “Disston Hack Saw Blades.” It contains infor- 
mation of value to hardware merchants or salesmen. Address Dept. 7. 





| 








Published by HENRY DISSTON & SONS, INC., Makers of ‘The Saw Most Carpenters Use,’”” PHILADELPHIA, U.S. A. Canadian Factory, Toronto 


DISSTON “LIGHT WEIGHTS” 
AND REGULAR MODELS 
MEET EVERY DEMAND 


In the entirely new line of 
Disston Hand Saws there are 
seven Lightweight (Ship) pat- 
tern saws and eight Regular 
pattern (standard width) saws. 

Many mechanics prefer the 
narrower and lighter blades be- 
cause they are easier to use in the 
lighter sawing that the carpenter 
does today. 

But, for those who prefer the 
wider saws, you still have the 
Disston Standard Width Saws. 


These pictures show the differ- 
ence between “Lightweights” and 


| “Regular Patterns.” 





fs D-8 
Lightweight 


Pattern Pattern 


All the new Disston Hand 
Saws, whether Regular or Light- 
weight Pattern, have these 
features: 


Greater beauty. 

Lighter blades. 
Narrower blades. 
True-taper grinding. 
Thin, yet stiff. 

Higher polish. 

Striped backs. 

New handle designs. 
Weatherproof finish handles. 
New handle tags. 

Better boxes; new labels. 


The new line of Disston Hand 
Saws insures better service for 
the user and more sales for you. 


Now is the time to display 
these finer saws. Disston adver- 
tising, to mechanics and amateur 
mechanics, is creating new de- 
mands constantly for “The Saw 
Most Carpenters Use.” 









| 
| 
| 
| 
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Check Up—NOW ¥ 
On Cutting Parts 









































































































Trade goes where the things that are wanted can be had 
in a hurry. Having the replacement parts they want, when 
they want them, will make your store the farmers’ head- 
quarters in your territory and pay big dividends on invest- 
ments in increased sales of other things. 


HERSCHEL replacement cutting parts, sickles and knives 
are made so good that buyers know, in advance, that they 
can expect—and do get—quality and service. 


Carry complete replacement parts stocks for all types of 
mowers, binders, harvesters and combines in your territory. 


Then keep HERSCHEL Catalog No. 80 at your fingertips 
to give you the information you need on those parts sel- 
dom ca'led for. In it you will find thousands of agricul- 
tural supplies and harvesting machine parts the busy im- 
plement dealer needs daily. Over 400 pages. More than 
2,000 pictures. Every item carefully indexed to save your 
time. 

Start now. Use this catalog to check your stock of mower 
and reaver sections and knives; cutting parts for mowers 
and binders. In it you will find your best source of supply 
for replacement parts. 

If you have misplaced your HERSCHEL Catalog No. 80, 
write for another at once before you lose the sales that 
this authentic buyers’ guide surely brings. 



























R. HERSCHEL MFG. CO. 


Peoria Illinois 
Branches: Omaha, Neb. Minneapolis, Minn. 
PUTNAM & COMPANY, 32 Howard St., New York, N. Y. 
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INSIST UPON THE ORIG 
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Write now---today---for a 
miniature sample roll of 
U. S. POULTRY FENCE! 
A request on your firm 
letter-head will bring this 
free sample promptly. 


Makers Also of 


IMPERIAL Fence 
Gates---Steel Posts 


A Complete Line of 


Farm Fence 
Hog Fence 
Poultry Fence 
Lawn Fence 
Farm Gates 
Lawn Gates 
Steel Posts 
Flower Border 
Trellis 
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POULTRY NETTING 
Galvanized Before and Galvanized c4fter Weaving 
new ee eee natal 


-- For 
sem Windows 
Seenes Doors and 
seem Porches 


Tinish 


Gm for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Chicago Kansas City 





SO aa NIK 7 


PRATT 


eat 


PEM a eNO ee Ae 
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To Our Friends 


who have helped make this year the 
busiest in our history, we express our 
gratitude for their cooperation and 
support, and sincerely wish them a 


ferry Christmas anda 
Happy New Dear 


BOSTON WOVEN HOSE & RUBBER CO. 
CAMBRIDGE, MASS. 


Makers of High Grade Mechanical Rubber Goods 
For More Than 50 Years. 


Be 
ie 
e 
é 
fs 
Fa 
: 
a 
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Winter—with its cold 
and sleet—stimulates 
the sale of this product 


Storm-Proof Hangers Nos. 66, 77 and 88 
—and for the lighter job, No. 55 Storm- 
Proof Junior—are built for exceptional 
service at this time of the year, when 
bad winter weather causes heavy damage 
to buildings and equipment: 


Capitalize on the seasonal demand for 
this type of hardware. The National line 
embraces the many fine styles and sizes 
illustrated, each of which embodies 
mechanical perfection in design, and 
stout construction, employing the finest 
materials. Long life and dependable 
service are assured. 


Steady sale from these popular hangers 
has been the experience of countless 
National dealers. If you do not carry the 
National line now, write for details at 
once. You are losing profitable business. 





No. 55 — Junior Hanger N ational Manu fac tu ring Co. 
STERLING <y ILLINOIS 





National 


makes hardware to 
serve every building 
purpose—a complete 
line. The items be- 
low are all big sellers: 


BARN DOOR HANGERS 
BARN DOOR RAIL 
GARAGE HARDWARE 
DOOR LATCHES 
SCREEN HARDWARE 
STRAP AND TEE HINGES 
HALF SURFACE BUTTS 
MORTISE BUTTS 
ORNAMENTAL HINGES 
CUPBOARD TURNS 
SASH LOCKS 

ee No. 77 No. 66 


Flexible Storm-Proof Door Hanger Rigid Storm-Proof Door Hanger 


























te 
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They 


are all your customers 


11 





























ORE than a million 

and a half women 
living in small towns— 
hundreds of them right 
in your own town—read 
The Household Maga- 
zine every month. Read 
it from the first page to 
the last. And follow 
faithfully its editorial 
features and advertise- 
ments alike. 


Because they are alert, 
modern women, interest- 
ed in making themselves 
and their homes attrac- 
tive—they want to know 
the latest in home appli- 
ances and fixtures. 


What’s more, they have 
the money to make their 
ideas practical. 





These products will be 
advertised in Household 
Magazine in 1929 


Atwater Kent Manufactur- 
Oo. 

Florence Stove Co. 
International Silver Co.— 
Rogers Bros. 1847 
Singer Sewing Machine Co. 
Chevrolet Motors 
Crane . 
Huenfeld Co. 
National Enameling & 
Stamping Co. 
Perfection Stove Co. 
American Gas Machine Co. 
Coleman Lamp & Stove Co. 
Lindemann & Hooverson 
LePage’s Glue 
Boston Woven Hose Co. 
General Electric Co. 
Wall Paper Manufacturers 


Taylor Instruments 
Landers, Frary & Clark 
U. S. Rubber Co.—Jar Rings 
Crosley Icyball Refrigerator 
New York Wire Cloth Co. 











If you would like to see 
what the manufacturers 
of the articles mentioned 
above are doing to build 
business for you among 
the million and a half of 
Household readers, a copy 
of this magazine will be 
sent to you FREE. Write 
to Dept. H. A.-12, House- 
hold Magazine, Topeka, 


Kans. 


A Capper Publication 


These Household read- 
ers are all your custom- 
ers and customers-to-be. 
You will find them every 
day shopping on the 
Main Street of your city, 
visiting your store, and 
that of your neighbor 
across the way—looking 
for home appliances, 
radios, fixtures and other 
articles they have read 
about in The Household 


Magazine. 


You want these women 
to buy in your store. 
You can get them as 
customers. Stock and 
display the articles 
named in the box above. 
Because these women 
know these articles from 
constantly reading about 
them in The Household 


Magazine. 


Te HOUSEHOLD MAGAZINE 
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Good 
Chisels 
Reasonably 
Priced 


Union Hardware Chisels are 


made with Blade and Socket 
in One Solid Piece of Steel 


When the best tool steel is used and the 
most practical method of uniting a chisel 


blade and socket in one piece is employed, 
the result is a veritable UNION of 
STRENGTH. 


That’s exactly what carpenters and tool 
users get when you sell them UNION 
Hardware Chisels. These chisels stand up, 
hold their cutting edge, permit good work 
and are altogether satisfactory. 


They are nicely finished and quality con- 
sidered are sold at prices which make 





them exceedingly popular. Patterns and 
sizes for every purpose. 


Ask your Jobber to supply you. If he 
cannot—vwrite to us and we will refer you 
to the nearest Jobber who will. 


HARDWARE COMPANY 


Reg. U. S. Pat. Off. 








Torrington, Conn., U. S. A. 





New York Office 151 Chambers Street 


Established 1854 Incorporated 1864 
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—and if they do, they are more than 
likely to run into TRIMO national 
advertising in the magazines or news- 
papers they are reading. 


TRIMO advertising talks to every 
major wrench using trade—to the ama- 
teur home workman — in short, to 
some of your wrench customers. 


DRUM IN THE TRIMO points of supe- 
riority and make profits on the 
steady growth of TRIMO popularity. 
ALL STEEL REPLACEABLE PARTS 
HANDLE DROP FORGED, NOT CAST 
GREATEST STRENGTH GREATEST SAFETY 


AND UNBELIEVABLY LONG LIFF. 


TRIMO 


Pipe Wrench 








Made by Trimont Mfe. Co., Inc. 
Roxbury (Boston), Mass. 


TRIMO 
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This house is equipped with Bakelite Molded door knobs made by National Brass Co., Grand Rapids, Mich. 


Winter weather cannot injure 


Bakelite Molded Door Knobs - 


XPOSURE to rain, sleet and tion on both inside and outside 
snow does not damage Bake- doors. Their rich, modern appear- 


lite Molded door knobs in any way. 

They do not shrink, swell or frac- 

ture, and their finish survives any 

attack of adverse weather condi- 

tions. There is no plating or lac- 
: quer to peel or wear off. The at- 
be tractive finish is permanent. 


& In hundreds of homes throughout 
the country, Bakelite Molded door 
knobs are giving complete satisfac- 


ance always invites favorable com- 
ment. 


Dull black and lustrous brown are 
two of the appropriate colors and 
finishes available in Bakelite 
Molded. Write to the manufacturer, 
the National Brass Co., Grand 
Rapids, Mich., for complete infor- 
mation and prices on these new and 
better knobs, which are finding a 
ready market everywhere. 


BAKELITE CORPORATION 


247 Park Avenue, New York, N. Y., Chicago Office, 635 West 22nd Street 
BAKELITE CORPORATION OF CANADA, LTD. 163 Dufferin St., Toronto, Ont. 








THE MATERIAL OF 





BAKELITE 


REGISTERED a U. S. PAT. OFF. 
A THOUSAND USES 









“The registered Trade Mark and Symbol shown above may be used only on products made from matenals 
manufactured by Bakelite Corporation Under the capital ‘‘B" is the numerical sign for infinity. or unlimited 
quantity It symbolizes the infinite number of present and future uses of Bakelite Corporation's products.” 
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Lithographed 
Metal Waste 
Baskets 


The humble waste basket 
transformed by Nesco to a 
thing of beauty and great de- 
mand! Here are waste bas- 
kets that set the vogue; in 
several designs — elegantly 
lithographed in multi-colors, 
gold lined, durable, wash- 
able, sanitary, and ideally 
priced. 





Kitchenette Pantry Sets 


So rich in quality — so splendid of hue 
— that the six harmonious colors of this 
Nesco Rainbow Japanned Ware are utterly 
charming and irresistible to housewives 
everywhere. The accepted standard of — 
quality, value, design and finish. 


Extra profitable special deals Lithographed Trays 






oe The distinguishing artistry of the vari- § on 
Literature in full colors. — oo and colors of these — : B i 
“ modern, long wearing, sanitary trays has . y 
Ask your jobber salesman for stepped sales up and up and-up. Special ° 
information and prices. deus — extra yoo — now odes Ee E ee oe 
to keep sales ever climbing. ~~ a pe ey = a 4 ff 
NATIONAL ENAMELING & STAMPING COMPANY, Inc. “Snr he 
13 TWELFTH STREET MILWAUKEE, WIS. A 


— > 


Factories and Branches: Milwaukee, New York, Baltimore, Granite City, IIl., 
Chicago, New Orleans, Laurel Hill, L. 1., Philadelphia. 


RAINBOW JAPANNED WARE 
LITHOGRAPHED METAL WARE 
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WARNING | wa 
To Imitaters 
of the 


SILVER STEEL 
HACK SAW 













CAVEAT ACTOR 
(Let the Doer Beware ) 








Almost every child knows that 


“IMITATION 


Is the Sincerest form of Pautery” 


. .. and every user of hack saws knows that 


E. C. ATKINS & CO., Indianapolis, U. S. A., originated 
The SILVER STEEL Hack Saw. . . The Blade with the‘‘BLUE 


END,” an exclusive Atkins’ idea which serves to identify these 
famous blades which are guaranteed to cut from 6 to 30 times 
more metal than alloy steel blades. ; 

Today we have imitators of the trade-mark who are seeking 
to cash in on the Atkins’ idea, but ‘“‘Let the Buyer Beware” — 


there are no blades “just as good” as ATKINS SILVER STEEL. 

All efforts on the part of imitators stimulate our metallurgists to still greater 
efforts to keep Atkins Blades at the head of the procession ... Obviously, we 
are jealous of our SILVER STEEL Blades with the ‘‘ Blue End” because of their 
great accomplishments, hence this advertisement for the protection of our 
customers and ourselves. 


Atkins Always Ahead 


E.C. ATKINS & CO., Inc. 


Established 1857 » The Silver Steel Saw People 
HOME OFFICE AND FACTORY « INDIANAPOLIS, IND. 
Canadian Factory: Hamilton, Ont. Machine Knife Factory: Lancaster, N. Y. 


Atlanta Chicago Memphis NewOrleans NewYork Portland SanFrancisco Seattle Vancouver,B.C. Paris, France 


Accept No Substitute * Ask for the Genuine Atkins Blade with the Blue End 
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WEAVING POULTRY NETTING 
Weaving Poultry Netting requires a different machine 
than the type used for weaving Wire Screen Cloth. In 
this big loom the wires are fed through vertical tubes 
which whirl around each other, making a tight twisted 
mesh as the Netting passes over the roller at the top. 


% in. % in. lin. 
Our Other Products 
Include 


Netwick Poultry Fence 
Galvanized Hardware Cloth 
and the following brands 

of Screen Wire Cloth 

Cortland Black Enameled 

Graywick 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 


ESTABLISHED 1673 
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WICKWIRE BROTHERS 
Hexagon Poultry Netting 


Rust is the arch enemy of Poultry Netting. We 
make all our own Poultry Netting of Open 
Hearth Steel which resists rust much longer 
than Bessemer. Make it complete in our own 
plant from raw material to finished product. 


We draw the wire in our own mills—all process- 
ing through the Steel Plant, Rod Mill and Wire 
Mill is done under our constant, personal super- 
vision. 


Our method and quality of Galvanizing gives 
not only a good finish, but added protection. 
More than 50 years’ experience is back of all 
our products. 


Your Jobber Will Supply You 
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ON YOUR IRONING TABLE 


naetengerte 








WATER-PROOF 
DAM P- PROOF 
WARP-PROOF 


honing Table =. 
(The Nw RID-~JID 


RD. 




















Soak it, steam it, 

heat it! You can’t ee The new RID-JID 

hurt the new RID-JID tops are washable. 

Ironing Table top. It is Wa- OClark’s exclusive wa: 
ter-proof, Damp-proof, and  ter_proofing process guaran- 
Warp-proof. tees clean saleable stock al- 
Clark’s new patented pro- ways. The RID-JID is 
tective process prevents ab- nationally known—it is be- 
sorption or loss of moisture. yond competition. Display 
It guarantees a permanently RID- JID Ironing Tables— let 
smooth ironing surface. the housewife compare values 

—the, RID-JID sells itself. 








i 


The STANDARD 

















Years of family iron- 
se | ing without a sign of RID-JID, popularly 
~~) warping or spreading priced, has legs in 
at the joints—only a RID-JID natural finish; water-proofed 
will stand it! In factory tests, top in white. The ARISTO- 
treated RID-JID Ironing Table CRAT RID-JID comes in § 
tops have been submerged in full color and has red rubber § 
tanks of water for weeks—no _ shoes to add to its steadiness. 7 
water absorption. They have Color selection: Aztec Red, : 
been subjected to heat—no Gulf Stream Blue, and Apple 
warping, no loss of weight and Green. Orders may be for one 
no spreading at the joints. color or assorted. 








The J. R. CLARK CO. 


MINNEAPOLIS, MINNESOTA 









Remember! RID-FID 
Ironing Table Tops are 
Weater-proof, Damp- 
proof and Warp-proof. 
This amazing feature is 
NEW—and it is ex- 
clusive with F. R. Clark 
Company ironingtables. 





Good Housekeeping 
Sp, ° Institute 
HOUSEKEEPING MACE 








Folds in One Movement 


All RID-JID Ironing Tables 
fold easily and simply in one 
movement. There are no braces 
to tighten or catches to un- 
fasten. All three legs swing in 
flat against the board automa- 
tically. The closed RID-JID is 
less than 3 inches thick and the 
legs extend but a few inches 
beyond the length of the top. 



















‘lo-Ton Test Makes Sales 


Study the above illustration carefully. It shows the RID-JID Iron- 
ing Table living up to its name by supporting a heavy weight from the 
open end of the board. This picture tells the story of the patented 
construction that has made the RID-JID table so successful and popular. 
The end of the table is free from obstruction. Clothes may be slipped on 
and off the board with ease. The RID-JID stands steady even on an 
uneven floor. The pressure of ironing cannot make it ‘‘wiggle, wobble, 
jiggle, joggle, slip or slide.” 

Prove this remarkable feature of the RID-JID before your customers’ 
eyes. Place a heavy weight on the end, or even sit on it. The demonstra- 
tion will tell a selling story without words that will bring rapid turnover 
and quick profits. 

The three other J.R.C. products shown at the bottom of the page are 
the “HIGH BOY” clothes rack with 57 feet of drying surface; the RID- 
JID stepladder, with special patented construction; the ‘‘LOW BOY” 
clothes rack with 48 feet of drying surface. 

The J. R. Clark Company for over fifty years has manufactured the 
most complete line of high quality woodenware and ladders. The 
Clark line will increase your volume. Send for the latest catalog—free. 


Clhe J.R. CLARK CO, 


MINNEAPOLIS, MINNESOTA 





LOW-BOY 
SPACE SAVER 
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Sg ELF-O OILING 


§$! REGISTERED TRADE ING 

















































OheLineWith 
”” More Sales 
Oppor tunities fpr. 2551 


Your power pump business rests ; 4 ae 
on the line of power pumps you ' 
have to offer to your trade. Dealers 
the land over have found it to their 
advantage to reach out in every di- 
rection for more power pump busi- 
ness with Myers Self-Oiling Power 
Pumps. 

A home owner living beyond the 
web of city water mains may be a 
live prospect for a water system— 
a nearby farmer may be looking 
around for suitable equipment to 
modernize his home and farm build- 
ings with running water—a cen- 
tralized school, a rural church, a 
service station, a creamery or dairy 
or any one of a hundred other pros- 
pects may be ready and waiting for 
someone to sell them modern water 
facilities. 

Myers Self-Oiling Power Pumps and ,; 
Water Systems open a broad highway to 
this business—a highway that is paved 
with superior quality and protected at 
every turn with national publicity—a 
highway with leads in every direction 
permitting wider sales activities and 

greater returns than can possibly be ob- 
tained with other lines restricted to but 
a few types. 

Shown here are six leading styles. .4 
They are popular because they are the 
sizes in greatest demand. But other 
styles of equal merit in sizes up to ten 
thousand gallons of water per hour are 
equally successful and available for those 
who use more water than can be sup- 
plied by smaller types of pumps. ' 

Stock Myers Self-Oiling Power Pumps , yp 
and plug the gaps in your power pump os 
business. Write or wire. , 


Tm FE.MYERS & BRO.co ‘ilmmee, 
ASHLAND 1 SUMP AND MRT TSS. worxs 










POWER HEAD| | 
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PUMPS -WATER SYSTEMS -HA\ 


PUMPS FOR EVERY PURPOSE -WATER SYSTEMS-HAY TOOLS-DOOR HANGERS 
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“ALLEN’S” 


sells your reputation 


You feel a satisfaction in being able to offer your customer 
a fine tool that is trade-marked with the name of a maker 


who is nationally known. So it is with the leather you sell. 


If it is marked “Allen’s”, you immediately secure the cus- 


tomer’s confidénce in the leather you offer him. 


ALLEN’S SOLE STRIPS 


for shoe repairing are known from coast to coast —These 
strips are cut from the best parts of packer hide leather, 


tanned especially for repairing shoes. 
Sold by 


THE UNITED STATES LEATHER COMPANY 


New York Boston Chicago Cincinnati St. Louis Richmond 


Selling Agents: 


McADOO & ALLEN L. H. NELSON & CO. 
Philadelphia San Francisco 


NOTHING TAKES THE PLACE OF LEATHER 
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Cyclone Lawn Fence 
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Here is an entirely new development to help you sell more Cyclone 
Lawn Fence—a new way of branding that protects you against unscrupu- 
lous competition. The authentic Cyclone “Red Tag” is now woven into 
the fabric at the Cyclone factories. It is made of metal and placed at 
intervals of 20 feet. It tells your customers at a glance that you sell 
the genuine Cyclone “Red Tag’? Fence—made only in the Cyclone 
Factories, sold only under the Cyclone name, and distributed only 


\ 77 





CYCLONE 


“RED TAG” WIRE through Cyclone jobbers. It’s the brand of Fence homeowners have 
SCREEN CLOTH known for years and want to buy. Use this new selling idea to increase 
We. tore co oes 1930 profits. Order from your jobber. . 


quality of wire 
screen cloth — the 
very highest. Sold 
under only one 
name—Cyclone. 
Distributed only 
through our own 
jobbers. If your 
jobber cannot sup- 
ply you write direct 
to us for name of 
nearest Cyclone job- 
ber. 


Clone °°’ 


REG. U.S. PAT.OFF. 


Fence ana Gates 


Cyclone Fence Company 


General Offices: WAUKEGAN, ILL. Branch Offices in all Principal Cities 
Pacifie Coast Diwision: Standard Fence Company, Oakland, Calif. 


























= SUBSIDIARY OF 
=a evi um UNITED STATES STEEL CORPORATION 3+ 


PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES: \_Dependable Service 
AMERICAN BRIDGE COMPANY CARNEGIE STEEL COMPANY ILLINOIS STEEL COMPANY THE LoRAIN STEEL COMPANY 
AMERICAN SHEET AND TIN PLATE COMPANY CYCLONE FENCE COMPANY MINNESOTA STEEL COMPANY TENNESSEE COAL, IRON & R. R. COMPANY 
AMERICAN STEEL AND WIRE COMPANY FEDERAL SHIPBUILDING AND Dry Dock COMPANY NATIONAL TUBE COMPANY UNIVERSAL PORTLAND CEMENT COMPANY 
Pacific Coast Distributors—United States Steel Products Company, San Francisco, Los Angeles, Portland, Seattle, Honolulu. Lxfort Distridutors—United States Steel Products Company, New York City 
© C. F. Co. 1929 
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EBERRON 


Pat. Jan. 3, 1928 
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ENOUGH HANDS 


“was holding the parts together lock washers, do not tangle. They 
while I reached for a lock save time, money and irritation. 
washer. Up came six in a bunch. They do not rust, and they have 
I shook them, it was no use; cursing greater holding power. No dealer e 
didn’t help either. Had to let go, should fail to stock these improved 
untangle the lock washers, and start lock washers. 
all over. 
“The next time I bought lock 
washers I insisted upon Kantlinks—” 





Specify Kantlinks on your next 
order. More information will be 
sent you by any one of the manu 
Kantlinks, the new patented spring facturers listed below. 





Made and sold under license 
by the Kantlink Manufacturers: 


The American Nut & Bolt Fastener Co. Beall Tool Co. The Mansfield Lock Washer Co. 
Pittsburgh, Pennsylvania East Alton, IIL. Mansfield, Ohio 


The National Lock Washer Co. The Positive Lock Washer Co. The Reliance Manufacturing Co, 
Newark, N. J., Milwaukee, Wis. Newark, New Jersey Massillon, Ohio 


2979 


AN [IN SPRING LOCK WASHERS 


DO NOT TANGLE DO NOT RUST 
THEY PAY THEIR ENTIRE COST IN TIME SAVED- SOMETIMES EVEN MORE 
eel 
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ambria Fence 
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You can recommend 
Cambria Fence-to your customers 
without any reservation. It is an 
honest product. It lasts for years and 


years, and gives full value for every 








dollar. It is fence that is just as good 





Sell them 
BETHLEHEM zation, modern facilities, and long 
FENCE POSTS experience can produce. 


with Cambria Fence BETH LEH EM 


BETHLEHEM STEEL COMPANY, General Offices: Bethlehem, Pa. District Offices: NewYork, 


as a complete steel-making organi- 











Boston, Philadelphia, Baltimore, Washington, Atlanta, Pittsburgh, Buffalo, Cleveland, Detroit, 





Cincinnati, Chicago, St. Louis, San Francisco, Los Angeles, Seattle, Portland, Honolulw. 
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Harness More Horsepower to 
the Sales Curve! 


February inaugurates a new hardware season . . . Spring—with its 
demand for new and different merchandise . . . a revived selling in- 
terest . . . new plans . . . an appropriate time to talk to your hardware 
merchants . . . a splendid opportunity to give your sales an added 
impetus ! 


The Spring Buying Number 
of 


HARDWARE AGE 
Published February 6 


is calibrated for a full strength penetration into the core of the hard- 
ware market—equipped to carry your timely selling message to hard- 
ware merchants. 


Circulation —25000 copies. 
Advertising section departmentized by products. 


Advertising Forms Close January 27 


Your Space Reservation Cordially Invited 


HARDWARE AGE 
239 West 39th Street, New York City 


A.B.P.—Charter Member—A.B.C. 
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Four aces are “good” in most any kind of a game— 
and here are four tools that are aces for building 
winter business. 


The reason is this: When your window display, or 
your newspaper advertising feat- 
ures these tools, you are starting a 
demand that can only be satisfied 
in a hardware store. 





Chicken House 
or Barn Floor 
Scraper—as nec- 
essary to the . 
farmer as a tire 
pump to the au- 
toist. 





+, P| 
pall 





The What-Not Shop and Specialty 
Store that is getting a lot of busi- ‘ 
ness that should go to you on other 
lines, does not handle True Temper 
Tools. 





Manure Forks— 








i rs 
Therefore, why not feature these iN E iy, 
four tools for which there is a BY 
steady winter demand, and draw 
customers into your own store in- 


Tm | 

stead of letting them get away ~ GARDEN Set > I 

across the street or around the i 4 4 ir 
THE AMERICAN FORK & 


corner. i 
HOE COMPANY /// Wy 


t 
General Offices—Cleveland, Ohio True Temper Tool Display Stand—as 
necessary to the hardware merchant 


as bait te a fisherman. bg — 
Makers of Farm & Garden Tools for over 100 years. it free. Write for our 


TTF ERP FARM AND TAGS 


several types. 









—- “_ 
Necessary to 

the dairyman as 

line to a fisher- 
man 









Sidewalk Cleaner 
as neces: 

the homeowner as 
coal to a furnace 
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ome owners will purchase 
500 Million square feet of 
Screen Cloth in 1930 
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P \ Twenty-five million dollars worth of 
a. Tee screen cloth will pass over the counters of 

i VE Gu He retail hardware stores next Spring. It will 
| Sy Be move quickly in a short season, with very 
“A SQ ett 4 hy: hae little waste, and hardly any sales effort. 
ie, ee —- To get your share of this business do four 


simple things. Buy quality screen cloth 
...and price it fairly. Keep your stock 
balanced ... and display it early. 


Plan your 1930 requirements now—place 
your stock order with your jobber early 
this year, so that he can serve you to best 
advantage when the “Spring Goods” 
Reinforced Selvage season opens. 


—an identification plus New York Wire Cloth is distributed solely through inde- 
P —— “ dent retail hardware stores and ible jobbers. 
New York Wire Cloth possesses a distinctive ad- ee ee 


vantage not found in any other screen cloth... 
reinforced selvage. This double-wire reinforcement 
at the point of greatest strain adds strength where it 
is needed most. It also acts as a definite identifica- 
tion of genuine OPAL and LIBERTY screen cloth. 


OPAL is a heavily zinc-coated wire screen cloth, 
made from the very best hard-drawn steel wire, , 
carefully woven with uniform mesh. It has a smooth, 
white-satin surface and lies flat when unrolled. 





After weaving, the fabric is heavily coated with 
pure electrolytic zinc, applied by a special process, 
which amalgamates the metals along their surfaces 
of contact and prevents any possibility of the zinc 
flaking from the wire. 





a LIBERTY Wire Screen Cloth is made from hard- 

4 drawn bronze wire, a non-corrosive alloy. Two 

4 finishes are available—Liberty Golden Bronze and 
Liberty Antique Bronze. After exposure to the wea- 
ther, both become practically invisible in windows 
and doors, and furnish minimum obstruction to 
light and air. 





NEW YORK WIRE CLOTH COMPANY 


342 MADISON AVE., NEW YORK, N. Y. PLANT AT YORK, PA. 
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Your customers’ 


Good Will 


is created by the sale of 
Monel Metal equipment 


When you sell Monel Metal household 
items, you may feel sure that your satis- 
faction in the profit will be equalled by 
the customer’s satisfaction with the prod- 
uct’s service. 

Monel Metal has been building good 
will for nearly a quarter of a century 
in many different fields of industry. En- 
gineers, chemists, business men generally 
—as well as housewives—have come to 
depend upon Monel Metal for cleanabil- 
ity, long life and economy. 

This silvery Nickel alloy cannot rust. 
It resists corrosion and food staining. It 
has no coating to chip, crack or wear off. 
It harmonizes with any color scheme. It 
is the modern equipment material. 


NATIONAL ADVERTISING 


If you have not seen Monel Metal color ad- 
vertising in The Saturday Evening Post and 
Good Housekeeping, we suggest that you send 
for reprints of recent advertisements—they 
feature laundry machines, kitchen cabinets, 
hardware, table tops, electric appliances 
and other items your customers want. 











' : — 
Look / Ss), 
these Silvery Lining Mae % 
oe — 


a 











~ Peovean As toMoanow 
a . 
———— a 


& 








Mone! Metal is a technically controlled 
Nickel-Copper alloy of high Nickel con- 
tent. It is minec 
and marketed ely by The Interna- 
tional Nickel Company. Inc. The name 
**Monei Metal’'is aregisteredtrade marx. 


i a 








A bright idea... 


to make your home MODERN 
5 - r) 











melted, refined, rolled 

















THE INTERNATIONAL NICKEL COMPANY, INC., 


67 WALL STREET, NEW YORK, N. Y. 















































30 


HARDWARE AGE for DECEMBER I2, 1929 



























Bigger 
December PROFITS 
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No. 994 
Gipsy Moth 











No. 14 Blue Streak Racer 








ECEMBER is the big month of the year 
for Children’s Vehicles. If you plan 
right and display right you can do a whale 

‘of a business with the BLUE STREAK LINE. 
Put a big display in the front of your store. 
Put this trim airplane in the window. It will 
attract all the children for blocks around. 
Some dad will buy it. But the main point is 
that it will serve first to call special attention 
to your lower priced numbers and sell more 
of them. In addition to your regular stock 
of staple items you need a few special num- 
bers like this to put pep in your entire 
display. 








OF 


Get in touch with your jobber or write 
us for suggestions. Decide now to get 
a bigger share of the holiday toy dollars. 





No. 182 Velocipede 


“Yhe TOLEDO METALWHEEL C0. %oledo,0. 


Distinctive Children’s Vehicles Since 1887 
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Hustler Toy Displays 


Attract Trade 


In the window, on the counter—anywhere that 
Hustler Toys are displayed—they do more 
than catch the eye of parents and children— 
they sell themselves! 


Beautiful color combinations, lustrous lacquer 
finishes, sturdy construction, lifelike appear- 
ance, are features readily seen in all Hustler 
Toys—features built in to attract trade. 


Display the complete Hustler Family and 
profit by their popularity with both parents 
and kiddies. 


Hustlers are distributed through the best 
wholesalers everywhere—there’s one near you, 
Write Dept. H-1229. 


Hustler Toy Corporation, Sterling, Ill. 


New York Chicago Los Angeles 


HUSTLER 


Lifelike TOYS (aigd Instructivc GAMES 


TION 


San Francisco 
























Hustler Kitty, of 
the Hustler Family 











Hustler Toys have NY \ AY, Uy 

: \\\ (\\ Ws Wh 
remarkable win- he) ae oh 
dow display F ~ @ eS 
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On counters, 
Hustler Toys are 
easily and quickly 
arranged in “eye- 
catching” displays 


that makes sales. 























Hustler Toy car- 
tons are so color- 
fully attractive 
that they lend 
themselves for use 
in any type of 
display. 





























Models built with Hustler construc- 
tion sets arouse the genuine inter- 
est of youngsters to stimulate sales. 
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Skate Sharpening 
brings young people 
to your store—and 
is profitable 


Over 1000 Luther Skate Sharpeners now in use. 


1000 users give a pretty good test 
of the profit-end of this service and 
the stability of the machine. Frankly 
—we have the best low-priced line 
Skate Sharpener made. Priced $14 
to $45, dependent on motor or belt- 
drive. 


“We sharpen skates”—will be the 
sign in hundreds of hardware win- 
dows when the snow and cold seal 
up the streams and lakes and the 
boys and girls get out their skates. 
Sharpen their skates and bring them 
back to your store. You can pay for 
a Luther Skate Sharpener in a week 
or so. Out of season—it has many 
other uses. 

Send for circular and prices today—machine 


does the work—any employee can handle it 
without any trouble. Write today. 


LUTHER GRINDER CO. 
299 S. Water St. 
MILWAUKEE, WIS. 





Luther 


Skate Sharpener 


Grinders—Vises—C hain Drills, Etc. 








Belt or Motor 
driven, $14 to 
$45, dependent 
on motor. 

















Merry (Christmas 


to all our Friends 


and (ustomers 


oe 


THE CONESTOGA 
CORPORATION 
Main Office and Factory 
BETHLEHEM, PA., U. S. A. 


Makers of 


BIG - BANG 


SAFE NOISE 


ON DISPLAY IN 
Room 461 
Fifth Avenue Building 
New York City 


Export Department: 
Office No. 605, 
130 Pearl St., New York City 





Cannon, Bombing Planes, Army Tanks, Navy Gun-boats, 
Safety Pistols, $1.00 to $5.50 































7 5 Ww 






“7 caer Tog 


on STOLS 





& V5 
S SF 






yet with all safety features—that explains 
the appeal of Kenton Blank Cartridge 
Pistols. 

They are just the things for welcoming 
in the New Year and taking a parting 
shot at the Old. 


Every boy—old and young—will want 
one or two of these pistols, and you can 
start the year with added profits. Write 
your jobber, or us. 























The Kenton Hardware Co. 
Kenton, Ohio 
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Use Striking 
DISPLAYS Wolverine Toy 
’ for Timely Selling... Family are adver- 


tised in these na- 


q tional publica- 
tions: 
FREE! =. 
3 * Children 
P | Junior Home 
window strips, cutouts, posters on | 


John Martin’s 


NATIONALLY ADVERTISED ITEMS | Book 





American Boy 
¥ To back the Wolverine advertising appearing in national publications, display Open Read for 
q material for windows and counters have been prepared. These posters, cutouts B 
and streamers are colorful and compelling, assuring a splendid tie-up with the "7" 
advertised Wolverine toys and games. . . Mats and electrotypes for newspaper American Golfer 
ae use are also available—and Toy Topics a chatty booklet for distribution to New Yorker 4 
customers. These helps are absolutely free—merely advise us what items i 
you stock so we can send you proper material. Now is the time to write a 
for these detailed helps and achieve increased sales. j 
Write for Catalog 
WOLVERINE SUPPLY & MFG. CO line of the Wetowr 
° e line of the Wolver- 
° General Sales Offices: ine Toy Family. | 
Pittsburgh, Pa. 200 Fifth Ave., New York, Room 406. Tel. Gram. 3453. = . ~ 
t 














Here’s Something New 
and Different in 
Single Guns 


RRA Hn 






READY TO 
SHOOT 









A light and easily carried gun for the popular 410 gauge shell. No detachable parts to be lost or mis- 
laid. A ball and spring device (patent applied for) limits the movement of the barrel to the normal posi- 
tion, except when it is desired to fold the gun. 
410-12m/m, 22 inch Steel Barrel. Stock, fine black 


box walnut; flexible hard rubber butt plate. Weight, about 
be 4% pounds. 





as 
B A special advertising campaign in the leading sporting and agricultural publications is building .a heavy j 
; demand. Order through your Jobber and take advantage of this publicity. j 





Harrington & Richardson Arms Company Worcester, Mass., U. S. A. 
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Big Little Xmas 
Trade Builders 








Packs for Christmas 


HOPPE'S is a bull’s-eye gift suggestion to every lover of firearms. Brings 

good customers in to buy a bottle, can, tube or Gun Cleaning Pack, for 
keeping guns in perfect condition. Sold ina jiffy—customer i is ready for more. 
Push these low-cost, well-known standard items. Hoppe’s Solvent No. 9, § 
Lubricating Oil, Gun Grease, Gun Cleaning Packs. All jobbers. 


FRANK A. HOPPE, Inc., 2314-H N. Eighth St., Philadelphia, Pa. ' 














you can’t sell ‘em. 
Check up on your 
stock of 


IVER JOHNSON 


Single and Double Barrel Shot Guns, 
“Hammer the Hammer” Revolvers, and 
the new Iver Johnson Safety Rifles. 


IVER JOHNSON’S ARMS & CYCLE WORKS 





| If you can’t show ’em 


ORFAN’S satisfaction 
with its record sales will be com- 
plete when the Christmas story is 
told of record sales for you too. 


DORFAN 





modern ELECTRIC TRAINS FITCHBURG, MASS. 
137 Jackson St. 200 Fifth Ave. NEW YORK CHICAGO SAN FRANCISCO 
Newark, N. J. New Yok Gy 151 Chambers St. 108 W. Lake St. 717 Market St. 














The NORMAN “3in1” Wagon | BULES EYE The Best Way to 
At Last—the Perfect Wagon Sell Air Rifle Shot 


No Bolts or Nuts—It’s a Seller 
ON’T sell air rifle shot in bulk— 


“4 a og and 
ne fee wage sg aa it is too unhandy and wasteful. 
neg hg The most profitable way is to sell Bulls 
steel angle frame — no SHO *s Eye Steel Shot, in the handy nickel 
strain on king bolt. Elec- tube, convenient for you and the cus- 
trically welded, extra tomer. BULLS EYE Steel Shot now 
recommended for use by makers of leading air rifles. Order 
from your jobber, or for full particulars write 





Turning the handle 
raises the wagon 
for dumping 





strong, will hold a 1,100 
pound load, yet weighs 
only 48 Ibs. Other styles. 
Send for folder and 
prices. 

See us at the Hardware Show 


The NORMAN Mfg. Co., Inc., Shickshinny, Pa. BULLS EYE ntee E SHOT 


RI ICHARDSON’ S | | tractive n 
Sel AciLON=Roller Skates plete” a 


DAISY MANUFACTURING CO., Plymouth, Michigan, U. S. A. 
Sole sales agents for American BallCo. Factory at Minneapolis, Minn. 





















“The LaSalle” 
One of the many at- a 
tractive numbers of Bearing. 


“The First Best Skate—the Best Skate Today” 


Used by World’s champions to establish 
their speed records and by professional 
stage skaters, your customers can now 
buy an adjustable roller skate with the 
45-year record of quality. 

Made of best, heavy cold rolled strip 









equalled for action, 
one - —. 
Ord direct 

quvueh your jobber. 





Richardson Ball 
Bearing Skate Co. 
3318 Ravenswood Ave. 

Established 1884 
Chicago, Il. 











here. 


You will 
also find an 
unusual 
choice of 
Scoot- 
ers, Wagons, 
Airplanes, 
Bikes, and 
other _ chil- 
dren’s ve- 
hicles. 


THE AMERICAN aan, ai. 


TOLEDO, OHIO 
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Mr: Punch 


Show You How 

to Sell More 
Quality 

Tools 


Tits nationally 
known Automatic 
Drill with its 
eight drill points 
in the Magazine Handle 
is in demand every- 
where. It’s a wonderful 
leader to bring folks into 
the store and a sure-fire seller 
to every man who appreci- 
ates “tool handiness.” 





It’s illustrated and complete- 
ly described on page 133 of 
our catalog of 1500 Good 
Tools. 


If you haven’t a copy, write for it today 
GOODELL-PRATT COMPANY 
Soolemiths 
Greenfield, Mass. 


United States of America 


Chicago Office New York Office London Office 
38, N. Clinton St. 107 Lafayette St. 127 Queen Victoria St. 


GOODELL: 
PRATT 


hol O10 C1010) Dm F010) Be 



































All you can possibly 
seek in sturdy, prac- 
tical quality, precise 
uniformity and su- 
perior finish—is em- 
bodied in the entire 
line of GRIFFIN Hinges 
and Butts. 7, 7 7 7 
















Sa ees BE BS Fal eA 








ranch Offcer_, 


New York, 45 Warren 

Chicago, 555 W. Ramdotoh St. 
Boston, 76 Batterymarch 

San Francisco, 703 M. Market St. 
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Increased Sales and Better Profits through 
Duluth Hardware-selling Equipment 


HERE is a good reason behind the fact that so many of the most successful 

hardware stores in the country are DULUTH equipped. The fact that 

DULUTH Equipment is scientifically, efficient—that it makes possible in- 
creased sales and economies in operation—is but a part of the answer. No matter 
how superior the fixtures, the hardware store, to be truly successful, must have the 
right policy and complete control over every line, department, and store unit. The 
squaring up of the store to these fundamentals is as much a part of DULUTH 
Service as the fixtures installed. Every DULUTH representative is a hardware 
retailing expert, and back of these capable men is an organization which has made 
hardware selling a science that can be applied advantageously to practically every 
retail store. This DULUTH Service is yours for the asking. Write for details! 
This Service that has aided hundreds should help you! 


Write today for Booklet A129 


aes DULUTY =e 


19 S. La Salle St., Chicago STORE EQUIPMENT 101 Park Avenue, New York 


DULUTH SHOW CASE COMPANY DULUTH, MINN. 
















































-PILLAR 
TUBES 


BRING 
GREATLY IMPROVED 
RECEPTION 


MAKE SURE your customers enjoy the best 
possible results from their present receivers— 
tell them what an amazing improvement new 
Eveready Raytheon Tubes will make. People 
everywhere, using these fine tubes in their re- 
ceivers, report increased distance, more power, 
improved tone and quicker action. 

The reason for Eveready Raytheon superior- 
ity is clear if you examine one of these tubes. 
They are’ so strongly built that none of the 
jolts and jars of shipment and handling can 
impair their rigidly tested performance. Look 
at the sturdy, four-cornered glass stem at the 
base of the elements. See how rigidly it holds 
the four strong pillars supporting the elements. 
Notice how the elements are fastened at each 
side as well as at the ends. See how the entire 
construction is further braced at the top by a 
stiff mica plate. This is the exclusive, patented 
Eveready Raytheon 4-Pillar construction which 
makes these tubes stronger than any others. 

When Eveready Raytheon Tubes are built, 
their elements are spaced with greatest ac- 
curacy to assure the finest reception. Their 
unique 4-Pillar construction preserves this ac- 
curacy. Eveready Raytheons come to you and 
go to the receivers of your customers in the 
same perfect condition as when they leave our 
laboratory test-room ... ready to deliver all 
their superb performance. That is why you can 
get the most from any receiver by putting a 
new Eveready Raytheon in each socket. 







LONG LIFE 
RADIO TUBE 








NATIONAL CARBON CO. fnc 


UNION CARBIDE AND CARBON con 


MADE INUBA. 
a 
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RAYTHEON 


Trade-marks 





MARVELOUS 
RECEPTION WITH 
EVEREADY 
RAYTHEON 
TUBES 
OF ALL TYPES 


THE EVEREADY RAYTHEON line 
is complete, with tubes for A.C. and 
battery-operated receivers, and tubes 
for television and talking movies. In 
Eveready Raytheon Screen Grid 
Tubes, the 4-Pillar construction as- 
sures unusual and startling perform- 
ance. We also make the famous B-H 
rectifying tube for “B” eliminator 
units, for which there is a big 
market. 


NATIONAL CARBON CO., INC. 
General Offices: New York, N. Y 


Branches: Chicago Kansas City 
New York San Francisco 


Unit of Union Carbide and Carbon Corporation 






































Henn 





Week of 
Dec. 8th to 14th 


6 Matter of 
Economica”? 


[It costs money and takes time 
to advertise and sell a half a 
dozen different brands. Why 
spend the money to advertise 
and take the time to tell your 
customers about this brand of 
guns, that brand of ammuni- 
tion, some other brand of fish- 
ing tackle. somebody else’s 
brand of flashlights, another 
brand of ice and roller skates, 
an entirely different brand of 
cutlery and still another brand 
of tools ? 

This would be unavoidable, of 
course. if it were not possible 
to buy, advertise and sell all 


of these lines under one and 
the same famous brand. Win- 
chester Gunsand Ammunition, 
Fishing Tackle, Flashlights and 
Batteries. [ce and Roller 
Skates. Cutlery and Tools, not 
only bear the same famous 
name but are actually made in 
one and the same plant under 
the same rigid standards of 
quality. 

A customer who knows the 
quality of any one of the Win- 
chester lines, therefore. knows 
the quality of allsix. Anditis 
literally true that when you run 
one Winchester advertisement, 
show one Winchester display 
or give one Winchester sales 
talk, it is enough to make six 
sales. You only have to sug- 
gest these other purchases. 
The name of Winchester will 
do the rest. 
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Stretch Christmas 
Through the Year 


(THOUSANDS of dealers are making the 

most of Christmas trade by featuring— 
not simply Winchester Guns and Ammuni- 
tion—but the entire line of related Winches- 
ter products. And that is something they 
can do, not only at Christmas time, but 
throughout the entire year. 


There is now, in fact, no season in which the 
Winchester lines are not in demand. The 
man, woman or boy who buys Winchester 
Guns and Ammunition in the fall will be 
ready to buy Winchester Fishing Tackle in 
the spring. And, knowing the quality behind 
all of these lines, they will be as ready to ac- 
cept Winchester Flashlights and Batteries, 
Cutlery and Tools, Ice and Roller Skates 
whenever they have need for products of 
this kind. 


Simplify your stock. Simplify your buying, 
your advertising and your selling throughout 
the year. Concentrate on Winchester Prod- 
ucts which, under a single brand, meet every 
possible requirement in six different sport- 
ing goods and hardware fields. 


WINCHESTER REPEATING ARMS CO. 


New Haven, Conn., U. S. A. 


New York Office and Showroom 
312 Broadway 


’ 
A 
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Basiness Building 
Brashes 


T doesn’t take any more time to sell Osborn Brushes and 

make the bigger profits. Every Osborn Brush is a fine 
tool—correct materials correctly designed to meet the 
needs of the job. 
Osborn Paint and varnish brushes, scratch brushes, floor 
brushes, push brooms, they are all made to specifications de- 
veloped by Osborn. Get your share of a profit-making 
business. Sell the dependable line of Osborn Brushes. 


JHE OSBORN MANUFALTURING LOMPANY 


(INCORPORATE: 


5401 HAMILTON AVENUE +: CLEVELAND, OHIO 
Branch Offices: New York - Detroit - Chicago - San Francisco - Los Angeles 





A Better Wearing Brush for Every Use 
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Osborn Oval 
Varnish or paint 
Brush No. 1927. 
Made in five sizes. 
This is an excel- 
lent brush. for all 
general purposes. 
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a Retailer Advertise? 


RETAILER'S advertising prob- 
lem is distinctly different from the 


Manufacturer’s problem. 


The Manufacturer spends his advertising 
money inducing more people to ASK for 
his product by NAME. He aims to create 
a desire in the minds of the public for HIS 
PRODUCT. 


The chief purpose of the Retailer’s adver- 
tising is to get more people to come to 
HIS STORE. If he can bring more cus 
tomers to the store by advertising a nation- 
ally-known product, well and good; but 
the Retailer must never overlook the fact 
that his great aim and problem is to create 


TRADING HABIT AT HIS STORE. 


It follows that the advertising of a retailer 
should include merchandise which AP- 
PEALS to the greatest number of people 

. for example, only a few people could 
be induced to buy a saw, but every home 
needs another broom. 


Of course some higher priced merchandise 
bears enough profit to warrant a dealer’s 
advertising it for the sake of the sale alone 

. and yet the appeal of the article to 


- PIBBARD, SPENCER. BARTLETT & (0. 


WATER §S 
SHI SAS SO 


the public, and its sales possibility is still 
the important factor. 


Another thing the Retailer must consider 
is the fact that over a hundred thousand 
“chain” stores have come into existence 
and have been made to succeed by adver- 
tising BARGAINS which will create 
BUYING CONFIDENCE in the mind of 


the consumer in such stores. 


It does NOT follow that the Ad should 
be made up of ALL bargains, but it seems 
to have been proven beyond question of 
a doubt, that at least SOME bargains con- 
stitute a necessary element in the Hard- 
ware Retailer’s advertising. 


Some Retailers confine their advertising to 
things THEY want to sell . . . successful 
Retailers of today feature in their advertis- 
ing and their displays the particular 
MERCHANDISE THAT THE PUBLIC 
WANTS TO BUY .. . . and this is the 
MOST important thing for any Retailer 
to consider in choosing the merchandise he 


intends to advertise. 


Know what your customers want and tell 
them that you have it at the right price. 


What Merchandise Should | 






















TRADE , 


~ WINDS 


By Llew S. Soule 


CASH OR INVENTORY 


ECEMBER is largely a month of sales. It 
D must be if the profits of the year are to be 

represented in cash rather than inventory. 
Fortunately it is the one month of the year wherein 
the public has a definite urge to buy—not merely 
things each individual wants or needs, but the things 
which are acceptable to other individuals. In De- 
cember personal sales resistance is at its lowest ebb. 


But—even Christmas business does not drift to 
the hardware store of its own accord. It must be 
wooed and won just as other business is wooed and 
won. Also, there are more rivals for Christmas busi- 
ness than for business at any other period of the 
year. At the same time age old traditions must be 
largely overcome by the hardware merchant who 
seeks Christmas patronage. 


For many years holiday buyers sought luxury 
items as Christmas gifts. Some of those items 
served the purpose well; others were practically 
useless. Gaudy neckties were given which clashed 
with the personality of the recipient; rings were 
presented to men who did not wear rings; cigar 
and cigarette cases went to people who did not 
smoke ; suspenders with gold buckles were received 
by men who wore only belts ; luncheon sets were sent 
to women who did not entertain, etc. 


Then gradually a slight reaction set in with a 
definite trend toward useful gifts. For several 
years the trend has grown, but there are still thou- 
sands of people who have not had this trend brought 
home to them; thousands who will spend their 
Christmas gift allotments for luxury items, trinkets 
and geegaws, unless their attention is drawn to the 
gift possibilities of useful items such as predomin- 
ate in hardware stores. 


Many a man has in the past received an ornate 
traveling case, who would have preferred a high 
class razor, a few golf clubs, a rifle, or a high grade 
tool. Many a woman has received an expensive 
but unneeded ornament, when her heart yearned 
for an electric percolator, a vacuum cleaner, some 
new silver plated tableware, or a new outfit of 
kitchen equipment. That preference is still with 








them, and the matter of its fulfillment lies largely 
with the hardware merchants of this country. 

The givers want to fulfill the desires of those to 
whom they give. However, they are often re- 
strained by the old idea that useful articles are some- 
how unsuitable as Christmas gifts, even though they 
themselves have a preference for articles of utility. 
They need education along the new gift trend; they 
need the moral backing of well worded advertise- 
men‘s stressing the gift value of its items carried 
in hardware stores; they need the stimulus of well 
arranged window displays featuring such items in 
gift formation; they need the influence of holiday 
decoration in stores they have long regarded as sup- 
ply depots for necessity items; above all they need 
suggestions as to the suitability of utility items as 
gifts and advice on the kinds of items to give. 

Since the advent of radio, there has been a grow- 
ing demand for tools in the home. This demand has 
been augmented by the motor car and teaching of 
manual training in the schools. There was never 
a greater opportunity for the featuring of good 
tools, individually and in sets, than there is at this 
time. But tools, featured merely as tools, will not 
sell heavily as gifts. ,They must be offered in gift 
surroundings, with gift boxes, and attractive show 
cards which point out their gift possibilities. 

Christmas tool displays must be neat and artis- 
tic, with a definite appeal to women, who are the 
gift purchasers of items for men. Christmas tool 
windows must be as attractive as Christmas necktie 
or jewelry displays if they are to win the patronage 
of women shoppers. 

Meanwhile, hardware items suitable as gifts for 
women, should be prominently displayed in holiday 
settings. Men will be the buyers of such gifts 
during the gift season. They are easily convinced 
of the utility of such items, but are not always so 
easily convinced of the suitability of utility mer- 
chandise as Christmas gifts. Therefore, stress the 
holiday appeal, strongly. 

Goods you sell now spell profit; those you carry 
over may loaf in your stock for months to come, or 
decorate clearance sale tables in January. 
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66 IS clenched fist 
crashed on the 

desk. ‘On second 
thought, J. P.,’ he 
continued, ‘this busi- 
ness isn’t for sale. At 
least not yet.’ ” yet not be 


$50,000 ? 

If you were to have put this question to John 
Lynch ten years ago he would have replied: “I'll bite. 
What's the answer?” Today, he would realize it is not 
the foolish conundrum it seems but a pertinent business 
And, as the result of costly experience, he 


HEN can a business 
be worth $50,000 and 
worth 


question. 
could give you the answer. 

John started out for himself in Knoxton in 1895 when 
he bought Axel Peabody’s business from the old hard- 
ware dealer’s executors. In 1928, after thirty-three 
long years of close attention to the store, he felt satisfied 
he had done sufficiently well to sell out and retire to a 
life of well-earned ease. 

During those years of hard work, John had made 
many mistakes. However, these did not particularly 
worry him for he knew no business was free from errors. 
Moreover, no matter how costly they proved, all had 
been comparatively quick in making themselves known 
and he had safely guided the business over these rough 
spots and brought it safely through. Not until he sought 
to dispose of the place lock, stock and barrel to J. P. 
Barton was he brought face to face with the fact that, 
all the time, he had been allowing a supreme error to 
accumulate—oné’ which was intimately concerned with 
the answer to the foregoing question. 

Not until the day Barton’s option expired was the 
old man’s delusion as to the value of his business 
shattered. 

“There is no question but that your business is a 
money-maker, Mr. Lynch,” said Barton after they had 
closeted themselves in the former’s dingy little office. 


44 





John Lynch Waited 33 Years to 
Learn the True Value of His Busi- 


ness from a Buyer's Standpoint. Read 


$50,000 
Business 
Was Worth 


“But I’m not so sure about its future being assured. 
That depends on one condition—and a mighty important 
one.” é; 

“What is that?” 

“That is, as long as you stay with it.” 

The young business man’s serious expression was not 
without a touch of sympathy for the dealer of the old 
school who puffed contentedly at a huge cigar in antici- 
pation of the opportunity that he felt was so near at 
hand to forget business and do as he pleased. 

«6 

ET’S speak frankly, John. You want $50,000 for 
the business—$30,000 for the merchandise at inventory 
value and the rest for good will, fixtures, etc. Now the 
fact that I am not going to buy your business under the 
terms of this option and would not buy it for a cent over 
the net inventory value of the stock after full allowance 
had been made for depreciation, will make it plain that 
what I say is not said to beat you down in price. I only 
thought you might want to know how I felt about it 
and why I came to this conclusion.” 

“Go ahead.” 

The old man’s throat had suddenly gone dry and his 
voice sounded faint and far away. It seemed that his 
world had toppled in upon him. Despite his youthful 
appearance, J. P. Barton already owned two prosperous 
stores in neighboring towns and was the logical buyer 
for the Lynch store. Moreover, he was aware that 
“J. P.” never made a practice of beating around the 
bush and that his statement that he would not meet the 
price for the store was final. 

“Very well,’ replied the younger man. “Do you 
remember the first time we talked this thing over?” 

(Continued on page 82) 
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Interest Growing inAdult Games 


New popularity for adult games spells profit for the hardware 


dealer handling them. The holiday season offers 


a good opportunity to introduce them 


AMES will be very much in evidence at the adult 
parties held during the coming holiday season. 
Manufacturers of games, newspapers and trade 

publications report a noticeable increase within recent 
months in the use of games for home entertaining. 
Many large retail selling establishments have already 
sensed this demand and have established Adult Game 
Departments. The concensus of opinion seems to indi- 
cate that there will soon be a tremendous interest and 
call for games which can be used for entertaining, recrea- 
tion and relaxation. 

The reawakening of interest among adults in games 
has been brought about through various contributory 
sources. Perhaps foremost is the changed attitude of 
the American public toward recreation. 

Not so many years ago, a party was successful if 
some solo music was provided and the remainder of the 
evening was devoted to chatting, playing cards and so 
forth. Then, there was little interest in sports; recrea- 
tional relaxation was not seriously considered and 
formality was paramount. 

Today there is tremendous interest in sporting activi- 
ties. Complete relaxation at frequent intervals, com- 
bined with the desire to “do something”’ at all times has 
made active entertainment a necessity. Then too, 
formality in dress, program and character of the home 
entertainment. 


Tuesz factors have made necessary the introduction 
of “something new” at frequent intervals. Mah jong 
was one answer, but due to its cost and character, did 
not meet with lasting public favor. The public has now 
turned to American games which have action, the ele- 
ment of chance and the need of skill and quick judgment. 

Those who take pleasure in entertaining groups of 
friends at their homes were quick to sense the many ad- 
vantages of a “game” party. By having such a gather- 
ing, discussions are eliminated regarding what kind of 
bridge is to be played. Some want auction bridge, others 
insist on contract bridge—resulting in dissatisfaction and 


embarrassment. Should the party be of an odd number 


—which makes card playing difficult—games can be 
entered into by all, regardless of sides and partners. 
Several different types of action games are now on 
the market. They are based on football, horse racing, 
the stock market and aviation. Players have enthusi- 


astically praised these games for their realism and inter- 
est-arousing features. 

There are, however, many games which require skill 
and concentration in order to be successfully played. 
These may not have as much “action” as those previously 
mentioned, but their appeal is just as popular. 

Many dealers have already tied themselves up with 
current publicity and offer their customers a selection 
of adult games. A balanced stock requires very small 
display space in the store. 

One of the necessities in the intelligent merchandis- 
ing of games for adults is an understanding of the 
advantages and features of the games for sale. As a 
tool customer wants to know the high points of a 
selected tool, so does the game customer interest him- 
self in the why’s and wherefore’s of games which he 
thinks would be suitable. Prompt and understanding 
answers to customers’ questions goes a long way for a 
satisfied sale. 


Practicatty all games have complete instruc- 
tions printed on the cover of the containing box or in 
an accompanying instruction book. A few minutes spent 
in familiarizing himself with the high points of the 
game—object, type, number of participants required, etc., 
will reflect profitably for the ‘retail salesman who desires 
to.sell these games. It must be remembered that cus- 
tomers buying adult games are from a bridge-playing 
public, a fun-loving but capable 6f concentration group, 
desirous of securing fun and excitement. 

The dealer must therefore feature adult games of a 
topical interest and be able to explain their advantageous 
features. This is nwt a difficult assignment for the hard- 
ware dealer in the past has been forced to master tech- 
nical and chemical data in order to successfully sell 
hardware merchandise. 

The term “games” includes indoor tennis (Ping- 
Pong), small size pool and billiard tables, game boards, 
and puzzles. These have a year round appeal. They 
are enjoyed by young and old and truly make useful 
and appreciated Christmas gifts. With the coming of 
longer evenings and the approaching holiday season, 
there is sure to be a larger demand for adult games. 
There are few amusements which supersede a “game” 
party on a cold winter’s night. 
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LEDS, skates, 
snow-shoes and 
hockey _ sticks 

make _ excellent 
Christmas gifts. 
These windows fea- 
turing winter sports 
equipment were ar- 


ranged by hardware 
dealers and were 
instrumental in 


stimulating holiday 
sales in their sport- 
ing goods depart- 
ment. 

The displays above, 
featuring skates 
with sleds in the 
background, was 
shown by a Chi- 
cago dealer. The 
F. T. Blish Hard- 
ware Co. in South 
Manchester, Conn., 
reports that the dis- 
play at the left 
received much 
favorable comment 
and brought in 
many sales. 
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HE frozen river and the snow 

l covered hill present to the pro- 

gressive hardware merchant an 
old opportunity to make new, season- 
able and attractive profits. Snow 
causes shovel sales—but do not for- 
get the hundreds in your community 
using snow-shoes, sleds, skiis and 
outdoor apparel. There is also a 
great market for ice skates, hockey 
sticks and winter sports accessories. 
Organized winter sports in recent 
years have been quite profitable with 
the hardware dealer. Although he 
did not always take the initiative in 
promoting a carnival on lake, river 
or pond, these community activities 
brought extra business in pertinent 
lines. 

In many communities, the hard- 
ware merchant has been an impor- 
tant factor in the success of an ice 
carnival or coasting contest. He has 
served on committees, acted as a 
judge or timer, has mentioned the 
community event in his local news- 
paper advertising and devoted parts 
of his window displays to the events. 
Dealers have made their stores the 
headquarters for the committee in 
charge. They have shown the prizes 
to be awarded, photos of prominent 
contestants, have issued application 
blanks and displayed mounted clip- 
pings from local papers. 


Profits have not been limited to 
the sale of sporting equipment. 
Every skate sold was a profit for a 
future sharpening job and every 
hockey stick sale was a lead for 
other necessary items. 





[ )ealers 
Drofit 


from Sled and 
Skate Sales 


Winter Sports 
Sales Stimulator 
Supreme 


Through the cooperation of local 
educational authorities, merchants 
have been able to interest the school 
children. They have also had the co- 
operation of light and power com- 
panies who provided temporary 
floodlighting for the night events. 
Newspaper, civic officials and influ- 
ential citizens rarely refuse to rally 
to the support of community enter- 
prises—such as an ice carnival— 
which encourages participation in 
some form of healthy outdoor sport. 





In these community projects, the 
merchants sponsoring the events have 
made it very plain to contestants that 
there was no entrance fee and that 
no merchandise need be purchased in 
order to enter and that the prizes 
were given the winners as emblems 
of victory and with no “strings” on 
them. 

By eliminating the commercial as- 
pect from the community carnivals, 
the dealer is placed in a most fav- 
orable position. His store becomes 
the meeting place of all interested 
and his merchandise can not fail to 
be seen. 

Skates, skiis, sleds and hockey 
equipment are not difficult to display. 
A winter sports equipment window 
display can be made most effective 
for stimulating sales. It does not 
require extensive arrangement and 
can be brightened with action photos 
and manufacturers’ dealer helps. 

During the weeks immediately 
prior to Christmas, the sporting 
goods department of the hardware 
store takes on new life and interest. 
Here are useful and practical gifts; 
gifts that preserve health and gifts 
that add vigor and pleasure to recrea- 
tion. There will be many Christmas 
gifts used in a winter carnival and 
if skates were not received at Christ- 
mas, there is a big chance that they 
will be bought with the currency 
that was received. 

There is profit for the progressive 
dealer who will donate some of his 
time and efforts to his community in 
an effort to further the success of a 
community enterprise. 





How Boys Smashed Hockey Sales Records 


Several thousand boys thronged the store of a local 


day, caused hundreds of boys to arrive hours before the 


retail dealer one day last winter in response to a promo-_ set time. Salesmen acted as hosts and brought the boys 


tional campaign designed to stimulate the sale of hockey 


equipment. 


This “boy festival’’ was centered around the invita- 


and autographed. 


to the hockey players to be introduced. 
Reproductions of a team photograph were distributed 


It was also announced that hockey 


sticks would be autographed. This caused a rush for 


tion of the store to the boys in its community to meet 
the members of the Boston “Bruins,” professional 
hockey team. 

A simple announcement in a few newspapers, stating 


that the team would be at the store on a certain Satur- 


sticks and before the morning was over, there was 
reported a considerable increase in the sale of sticks, 
skates and other equipment. The expense involved in 
this advertising was nominal but the results far exceeded 
expectations. 
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This Protects Skater’s Toes 


Giving complete protection to the skater’s 
toes, this new Johnson steel toe-cap is light 
in weight, yet rigid and strong. It has a 
bright nickel finish. 

Due to the complete protection, it is pos- 
sible for the skater to use light-weight 
laced-to-the-toe shoes. The toecap is ad- 





justable to different sizes by merely spread- 
ing apart or pressing together its sides. 
Nestor Johnson Mfg. Co., 1900 North 
Springfield Avenue, Chicago, Ill. 





New Wooden Sailing Yachts 

The Star Line of wooden sailing yachts 
offer nine models in sizes from-9 to 36 in. 
The boats are designed to be correctly 
balanced and finely finished. 

Hulls are cut from California redwood, 


y | 








and the boats are finished with waterproof 
paints with contrasting decks and masts. 
Weighted keels and correct sails assure 
balance. Boat stands are available for these 
items, which are named after prominent 
stars, such as Comet, Polaris, etc. The 
A. Schoenhut Co., East Hagert and Sep- 
viva Streets, Philadelphia, Pa. 





Practical Bait Casting Set 


With this bait casting outfit, the angler 
is ready for bass, pike, pickerel and other 





fresh water game fish. In the outfit is a 
“South Bend” locking joint steel rod, a 
No. 550 level-winding, anti-back-lash reel, 
50 yd. spool of silk casting line and two 
well known baits, the Bass-Oreno and the 
Crippled Minnow. 

South Bend Bait Co., South Bend, Ind. 





Two New Johnson Sea Horses | 


Two new outboard motors, the Sea 
Horse 4 and the Sea Horse 12, have | 
been announced by the Johnson Motor Co., | 
Waukegan, III. 

Both of these outboards have a new 
twin-cylinder motor in which the cylinders 
fire alternately, producing two power im- 





| 








pulses per revolution giving increased 


smoothness in the power flow. 

The motors have a full pivot steering 
with underwater exhaust. There are also 
several other new improvements in the Sea 
Horse line for 1930. The No. 4 illustrated, 
is simple in design, with all parts inclosed ; 
it has streamline beauty, strength and com- 
pactness. The No. 12 is the No. 4 running 
mate having all the advantageous features 





and a pressure vacuum cooling system. | 


Gilbert’s Two Zeppelins 


A miniature model of dirigible type air- 
craft can be constructed from Trail Blaz- 
ing Set No. 8 Erector, which is produced 
by The A. C. Gilbert Co., New Haven, 
Conn. This outfit contains all parts, such 
as bag, rudder, struts, gondolas, etc., which 











| are necessary to build a non-flying Zeppe- 


lin, and mast nearly 5 ft. long and 4 ft. 
high. 

No. F Erector is a completely assembled 
Zeppelin, which flies captive and continu- 
ously. It is powered by a high speed elec- 
tric motor, operating on regular house cur- 
rent. Both items have a shipping weight 
of about 30 lb. This model can be built 
from No. 8 set, which does not include 
motor and electrical equipment. 





Two Juvenile Locomotives 


Two very popular juvenile automobiles, 
patterned after locomotives, are now avail- 
able to the trade. The No.. 9580, illustrated, 
has a bell, headlight, cow catcher, smoke- 


FAST MAIL 
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stack and dome. The No. 9581 in addition 
to this equipment has a foot-walk with 
rail along the side and imitation’ steam 
cylinders with drive rods that work in 
co-ordination with the foot pedals. Both 
models are finished in red, trimmed with 
black and yellow. The American-National 
Co., Toledo, Ohio. 








The New Little Champion Toy Pool Table 


The Little Champion toy 
pool table is made of heavy 
sheet metal. It has a re- 
turn runway for the balls. 
The top of this toy pool 
table is covered with green 
felt. Fifteen clay pool balls 
are furnished, together 
with a triangle, agate cue 
ball, and two patented 
spring cues. The table is 
13% in. long and 8% in. 
wide. It is individually packed. Gotham 
fourth Street, New York, N. Y. 


Stamping & Die Corp., 423 East Twenty- 











utdoors-in-Miniature Display 


Improves Howe’s Arms and Ammunition Sales 


P | ANHIS miniature outdoor scene was very effective 
in stimulating arms and ammunition sales for Chas. 
P. Howe Hardware in Canton, N. Y. 

Milford W. Howe succeeded in creating a display 
that caught and held the attention of hundreds who were 
interested in hunting and its accessories. 

The scenic background was prepared by a local show 
card writer. Cardboard boxes, covered with cotton 
batting and sprinkled with mica snow provided the fore- 
ground. Great care was exercised in placing the small 
pines so that the larger trees would be in the foreground 
and the small ones in the rear. This gave depth to the 
display. 


Guns. hunting knives, compasses, ram rods and am- 
munition were shown against this outdoors atmosphere, 
which was complete, even to a small deer, cautiously 
peering out from behind a pine tree. 

Mr. Howe reports that only three hours were needed 
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Its reaction was most success- 
more arms and 
directly trace- 


to arrange this display. 
ful and the Howe store received 
ammunition business than ever * before 
able to this window. 


Me HOWE likes to arrange outdoor scenes. The 
one reproduced on this page is his most recent effort and 
judging from the results, is the most successful ever 
shown in the Howe store. The display was built around 
one central thought, to remind customers and _ potential 
customers that the Howe store sold arms, ammunition 
and all the supplies which a hunter might need. In a 
recent letter, Mr. Howe says, “We seem to have every- | 
one talking about our display and better than that, this 
talk has brought us a great deal of additional business. 
The window materially aided the sales of hunting knives, 
arms and ammunition. 

The effective scenic background has seen several years’ 


service. It is freshened and changed slightly each year. 








How 


Dornsos 


Transforms 
HARDWARE 


Into 


Toy Store 


For Holidays 


ARRY A. DORNBOS, pro- 

prietor of the Terminal 

Hardware, 411 Linden Ave- 
nue, Wilmette, Ill, is versatile 
enough to operate a hardware store 
and teach school at the same time. 
On first thought you may think that 
one occupation or the other must 
suffer from neglect. But, when you 
learn that Mrs. Dornbos capably 
manages the store when her husband 
in conducting his classes it is easy to 
understand how he has made an out- 
standing success of both activities. 
The aggressive manner used by this 
dealer in going after the Christmas 
toy business exemplifies the fact 
that few worthwhile opportunities 
are passed up by the proprietor. 
Although the Terminal Hardware is 
a small store as hardware stores go, 
its success with toys judged by com- 
parative standards is indeed an out- 
standing one. 


Last holiday season this store 
doubled its original wholesale invest- 
ment of $1,500 in toy sales. We con- 











sidered this quite an achievement for 
a neighborhood hardware store. Be- 
lieving an outline setting forth a few 
of the most important contributing 
factors to their success would prove 
helpful to other merchants with sim- 
ilar stores, we are bringing these fac- 
tors to your attention. 

In the opinion of Mr. Dornbos the 
mailing of a toy catalog to three 
thousand children was the one most 
important factor. The catalogs 
which were entitled “The Toy Pa- 
rade’’ were obtained from a promi- 
nent Chicago hardware wholesaler. 
The booklets were illustrated in color 
and a large selection of toys were 
pictured, described and priced within 
its pages. December 1 was the mail- 
ing date, but Mr. Dornbos mailed 
them earlier this year and expects 
even better results, as 5700 booklets 
were mailed. 


M R. DORNBOS considers the 
manner in which the toys were dis- 
played as the next most important 
sales factor. During the holidays, 
displays of toys and gift merchandise 
dominate the entire store. Immedi- 
ately upon entering the store, the 
visitor is impressed with the trans- 
formation which has been effected. 
The store has been transformed from 
a hardware store to a toy and gift 








Harry A. Dornbos 

















establishment. At the same time the 
holiday lines are tastefully arranged 
and the interior presents a pleasing 
contrast to the usual haphazard dis- 
plays and cluttered up aisles found 
in many hardware stores during the 
Yuletide season, 

Temporary narrow tables were 
constructed to set within the top of 
the regular display tables, providing 
additional space for showing toys. 
Other less seasonable merchandise 
was stored away and toys and gifts 
were shown in their stead in many 
other prominent display locations 
within the store. Toys were fea- 
tured in the show windows for five 
weeks before Christmas and were 
frequently changed so that every toy 
stocked could be shown in the win- 
dows prior to Christmas. 

Featuring quality toys is still an- 
other policy, which Mr. Dornbos 
says aided materially in building up 
the healthy toy business enjoyed by 
the store. Though it is possible for 
the prospective customer to find a 
few toys priced at fifty cents, they are 
in the small minority and toys for 
a less amount are rare indeed. For 
the most part the toys shown are of 
the quality kind and prices ranging 
up to $15 are not at all infrequent. 
In handling toys of similar unit value 
a $3,000 volume at retail, in a small 
store, is really not as difficult as it 
first appears. Mr. Dornbos related 
that the night before we visited the 
store he had sold $150 worth of teys 
to one man. The bill embraced about 
a dozen good toys. “Where there’s 
a will—there’s a way”—small stores 
can make toys a profitable adjunct to 
their regular lines if they have the 
desire. The efforts this store made 
during the past holiday season re- 
sulted in a profitable year around toy 
business. Recently, the balcony pic- 
tured in the accompanying photo- 
graph was extended. to provide 




















4 
& 
Ba 








HARDWARE AGE for DECEMBER 12 











ei 


During the holidays, displays of toys and gift 





been transformed from a hardware store to a toy and gift establishment. 


ample display space for the growing 
toy business of the firm. 

As many hardware dealers have 
recently become interested in toys 
because the line offers a genuine op- 
portunity for substantial profits it 
might be well to enumerate a few of 
the advantages gained through han- 
dling toys. 

It has been estimated that the na- 
tion’s toy business amounts to $200,- 
000,000 annually. This exceeds the 
total volume attained by many major 
lines of orthodox hardware and indi- 
cates its enormous potentialities. On 
the average, it is said, that toy sales 
amount to more than $1.50 per year 
for every man, woman and child in 
a community. This estimate will 
enable the dealer to gage fairly ac- 
curately the opportunity the line 
offers to his particular store. 

The hardware store is a logical 
outlet for toys, as no other merchant 
has more advantages or is_ better 
equipped to handle toys in so effi- 
cient and productive manner. Toys, 








stored away. 





as well as any other line must be dis- 
played to be sold, but a satisfactory 
line of toys can be displayed in a 
relatively small space. 

Some dealers are hesitant about 
entering the toy business due to de- 
partment store competition, but in 
several of the largest cities in the 
country hardware stores have the 








merchandise dominate the entire Dornbos store. The store has 
Other less seasonable merchandise was 


largest toy patronage of any retail 
firm. 

New . lines are being sought by 
enterprising hardware merchants as 
in, recent years changed conditions 
have curtailed the demand for some 
of the most productive lines with the 
result that sales volume has declined. 
Toys bolster up annual volume in a 
very satisfactory fashion and coun- 
ter-balance this effect. 

In addition to the direct profits ob- 
tained from toys, the toy business has 
a wholesome effect on general busi- 
ness. It serves to bring a yreater 
number of women and children into 
the store, which in itself is a worth- 
while accomplishment. Children who 
purchase toys at a hardware store 
constantly talk about the store to in- 
terested adults, which starts the 
grown-ups to thinking about that par- 
ticular store. The good-will of the 
children is a valuable asset for any 
firm to cultivate. Toys are indeed a 
tonic for many hardware store 
maladies. 


— 














E can no longer ignore the 

problems of diminishing 

aquatic life in America’s in- 
land streams. No manufacturer of 
fishing tackle or dealer who sells it 
is so falsely secure in his outlook as 
to regard the menace as something 
for a future generation to deal with 
as it thinks best. Either we provide 
now for the artificial restocking of 
lakes and streams on a scale hitherto 
undreamed of, or—within a few short 
years angling will become a sport of 
the past. 

Our fathers witnessed the passing 
of the buffalo and we will witness the 
passing of fishing, unless definite 
action is taken. 

I base this statement upon facts 
which are irrefutable; we must pro- 
vide fish or we will have no fishing. 

If fishing were not a sport basically 
in sympathy with man’s inherent de- 
sire to commune with nature, its pass- 
ing would bring no noticeable change 
in the pattern of our national char- 
acter. But the lure of the rod has 
for countless generations served to 
maintain in our makeup that essen- 
tial balance between the artificial-and 
the natural. To remove that balance 
would be to proceed far in the direc- 
tion of the Robot civilization which 
dreamers see as a possibility of the 
future. 

I have discussed this situation as 
an American citizen interested in the 
nation’s future and not as a manufac- 
turer of fishing tackle. Now I shall 
deal with the matter entirely from the 
viewpoint of the industry that is de- 
pendent on fishing for its very exis- 
tence. 


W E are not so concerned with 


creating new fishermen as we are with 
protecting the present supply of fish 
and adding to it. Why? The answer 
is simple. Fishing is a sport that has 
sufficient attractions of its own. With 
our gamefish supply in a depleted 
condition it is better for the industry 
to serve its present market than to 
enlarge that market at the expense of 
the entire structure. When we have 
taken care of the fish supply, when 
we are assured that it will not shrink 
under the pressure of new hordes, 
then we can easily draw these new 
hordes into the sport. 





E. A. PFLUEGER 


Let's 
ssure 
the 


uture 


for 
FISHING 


By E. A. PFLUEGER 


President, 
The Fishing Tackle Manufacturers 
Association 


Business is always dependent upon 
the habits of people, and if people 
lose the habit of fishing because of 
the scarcity of fish, the industry in 
which we all are much concerned will 
be left without a foundation. If, how- 





Unless there is soon undertaken on a 
large scale a definite program of fish 
conservation and artificial restocking 
the lakes and streams of this country, 
the sport of angling may pass out 
of existence. E. A. Pflueger is well 
qualified to express this opinion. He is 
one of the country’s most prominent 
sportsmen, a leader in fish and game 
conservation circles and an authority on 
fishing tackle. He is also president of 
The Enterprise Mfg. Co., manufacturer 
of fishing tackle in Akron, Ohio. 
Writing as a sportsman, appealing to 
fellow sportsmen to save one of our 
country’s greatest sports, Mr. Pflueger 
presents forcefully the situation in re- 
gard to fishing’s future and asks for the 
support of manufacturer, jobber and 
retail dealer to save this sport. Obvi- 
ously, if fishing passes out of existence, 
those now interested in the manufactur- 
ing and distribution of angling equip- 
ment will suffer severely.—The Editor. 
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ever, we can encourage our present 
anglers to speculate on the future of 
their sport, to take an interest in its 
perpetuation, then we have a force 
that is capable of working marvels. 


I po not mean to insinuate that 
much has not been done toward fish 
propagation. The Izaak Walton 
League has led a valiant and success- 
ful fight against pollution and com- 
mercialization of fishing waters. Its 
national body and various chapters 
have cultured and liberated finger- 
lings. Its diplomatic forces have 
successfully sponsored legislation of 
national character in the betterment 
of fishing conditions. 

But the league has not had the sup- 
port it deserves and its efforts have 
therefore been less effective. Multi- 
ply by fifty what has been done and 
you will have an idea of what must 
be done. 

If everyone connected with the 
fishing tackle industry, including 
manufacturers, jobbers and dealers, 
would actively support one good 
agency that is now devoted to fish 
conservation and propagation, much 
would be accomplished. Without 
such agencies as the league, I am sure 
that the sporting goods industry even 
today would be without the large 
volume of business which it accepts 
as natural. 

The pollution of our lakes and 
streams is destroying too much of 
our fishing. There are streams that 
years ago were good fishing grounds ; 
today they have been rendered unfit 
for aquatic life. But there are bright 
spots on the fishing map that show 
what can be done. Under the influ- 
ence of propagation there have in 
recent years been created good fish- 
ing spots in the Mississippi Valley 
States, long practically devoid of 
gamefish. 


Art one time the fishing grounds 
about the city of Akron, Ohio, were 
threatened by the practice of com- 
mercial gill-netting. Bluegills were 
taken out of the lakes and marketed 
by the thousands. Anglers organ- 
ized and stopped the practice and to- 
day there is better fishing in these 
lakes than there was fifteen years ago. 
(Continued on page 90) 
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Should the TRAVELING 


make ( OLLECTIONS ? 


By SEYMOUR N. SEARS 


President, National Council of Traveling 
Salesmen’s Associations 


N most organizations there are 
two men that the average trav- 
eling man cannot quite figure 

out, and with whom there is usually 
more or less friction. The first is 
the sales manager, the second is the 
credit man. 

The first seems to spend more time 
trying to find some long line of 
“gush” or “canned hints” on how to 
sell than is quite understandable, and 
keeps the road man in a continual 
state of resentment. During my 
many years on the road many such 
letters have been shown to me by 
traveling men in all lines, and many 
a good laugh has come to me. It 
has always been a source of much 
satisfaction that in my own. organiza- 
tion it has been recognized that the 
man in the field had the best knowl- 
edge of sales conditions, and it was 
up to him to make good or quit. 

The credit man that is dif- 
ferent again. It has been my privi- 
lege to also see some of the letters 
that he sends _ out. 
These usually do not 
bring a laugh. They 
are not that kind. In 
some cases they bring 












consternation, in others incredulity, 
and in most mases a realization that 
the credit man is simply writing to an 
account and personality does not en- 
ter into the matter. All salesmen can- 
not be treated alike for best results, 
and also all slow-pay customers can- 
not be treated alike. One type of 
salesman gets some of this high- 
powered sales talk matter and 
throws it into the basket with only a 
comment that sounds like “hot air.” 
Another type man gets the same let- 
ter, believes what the writer says, 
makes up his mind that he is a dead 
loss, and is so sensitive that his effi- 
ciency is gone for the day. The 
shirk to whom the letter was espe- 
cially directed never even opened the 
envelope, probably because he knew 
what was in it, and being hopeless 
anyway, the “seed fell on stony 
ground and found no root.” 

The same is true in the collection 
of accounts. The habitual slow pay 
opens the average collection letter 
and consigns it to the paper basket. 
The next slow account knows from 
the envelope that the inclosure is a 
dun and does not even open it. There 
are, however, in every organization 
a number of accounts that are “poor 
but honest.” Generally 
good fellows, generous buy- 
ers and desirable businesses. 
These, many times, have 
great pride and are fre- 


NE salesman throws it 


sounds like “thot air.” 


in the 
waste basket with a comment that 
Another type 
believes what the writer says and makes. 
up his mind that he is a dead loss. 


Seymour 
N. Sears 





quently so hurt to receive a request 
for payment that they sever all fur- 
ther business connections with the 
house that sends it out. One case I 
have in mind is an account that was 
mine for many years. I made it a 
point to stop once a month in that 
town . . . have dinner with the man, 
and usually play cribbage. Some ten 
years ago he called me into his office 
and showed me a letter from my credit 
department. There was nothing of- 
fensive in the letter, so far as I could 
see, but he was so hurt that he said 
to me: “Sears, you and I are and 
have been friends for years. I will 
never buy a dollar’s worth of goods 
from you as long as you or the man 
who wrote the letter is with your 
house,” and he never has. When in 
that’ town oc- 

casionally | 

would call on 

him and each 

time _ was: 


(Continued on 
page 91) 
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REPRESENTATIVES 


By SAUNDERS NORVELL 


—- is a great deal more in 
salesmanship than simplyselling. 
Once at the Sales Managers’ Club, 
here in New York, I made the axio- 
matic remark that it was a waste of a 
good salesman’s time to sell goods. 
The idea I desired to convey was that 
simply taking down an order is 
purely mechanical. Almost any 
fairly well posted person can do that, 
but the bringing about of an alliance 
in friendship and good will between 
the seller and the buyer is an entirely 
different matter.” 


HARDWARE jobber in Canada writes, asking: 
“Can you tell me to what extent good will rep- 
resentatives are being used by the manufac- 

turers of the U. S. A.?” I have written in reply asking 
just what this jobber means by a good will representa- 
tive. I think I know what he does mean, but I am not 
quite sure. This question opens quite an interesting line 
of speculation. 

When I was in the jobbing business myself it was a 
comrhon thing from time to time to have the presidents 
or the head men of manufacturing concerns, from whom 
we bought goods, drop in to see us. These gentlemen 
did not call to take orders. Their regular salesmen at- 
tended to that. They did call, however, to keep in per- 
sonal touch with the larger accounts and to gather in- 
formation in regard to the general drift of business. 

It was interesting to know these leading men in the 
hardware world. I remember very well visits from the 
late Mr. Samuel Disston. Mr. Disston was a very 
strong, forceful character. I can well remember when 
he came into my office. After a very few preliminary 
words he would get out his little black memorandum 
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book and tell me exactly how our purchases were run- 
ning on his various lines of goods. Mr. Disston was not 
there to take orders, but Mr. Disston was very much in- 
terested in ‘whether his sales to our concerns were in- 
creasing or decreasing, and he had the information with 
him. 

I remember one time he calléd during a period of 
great trade depression. Even way back in those days I 
had been stung by the writing bee, and I had just 
finished a little pamphlet to be distributed to the trade. 
The title I had planned for this pamphlet was “Hard- 
time reflections of a retail hardware merchant.” Think- 
ing that possibly I might receive a few words of com- 
mendation from Mr. Disston, I showed him my manu- 
script of this pamphlet. He glanced over it carefully. 
Then in his very direct manner he remarked: “I don’t 
like the title. Don’t you think it is bad enough to have 
hard times without reminding the retail merchant that 
times are hard? Youngman,” said Mr. Disston, “change 
that title.” 


Tu IS pamphlet, which is now forgotten, was aiter- 
ward distributed to the entire hardware trade under a 
new name. I accepted Mr. Disston’s criticism. The pam- 
phlet consisted of a series of questions that the retail 
hardware merchant might ask himself. The name of 
the pamphlet was changed to “That Devil Doubt.” It 
was thought that a peculiar name like this might lead 
the merchant to read the pamphlet and so find out what 
it was all about. 

I remember as Mr. Disston glanced through this 
pamphlet he would just grunt at some of my bits of 
wisdom. One thing made him laugh. It was this ques- 
tion:' “Does the special manufacturer's representative, 
who gave me an extra discount for quantity, think of 
me as often as I think of him?” Mr. Disston did not 
praise my pamphlet but I did get.a laugh out of him on 
several of my questions. Now I should call Mr. Disston 
a good will representative. 

Then there was Mr. Henry R. Towne of Yale & 
Towne. Occasionally he called on us. Mr. Towne. was 
a very learned, cultivated, charming gentleman. He had 
traveled everywhere, all over the world. I remember on 
one accasion when he visited St. Louis I invited him to 
my home for dinner. I told my wife that Mr. Towne 
was a very fastidious man, and therefore she must pre- 
pare the dinner very carefully. 

When I arrived home with Mr. Towne I found every- 
thing had been thought of except the cheese to go with 
our coffee. I excused myself and rushed down to the 
corner grocery and bought some cheese. It arrived just 
at the last moment. Mrs. Norvell had outdone herself 
with that dinner. Course after course passed along 
very smoothly. Finally, as we sat after dinner, smoking 
out cigars, Mr. Towne turned to my wife and remarked: 
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“Mrs. Norvell, I wish particularly to compliment you on 
that cheese. It is very seldom you get cheese just in the 
right condition here in the United States.” That was a 
standing joke with us in the family for years afterward. 
Whenever the children or myself wished to have a little 
fun with Mrs. Norvell we would say: “Well, that cheese 
is fine.” Mr. Towne was certainly a good will repre- 
sentative. 

Then would come Mr. Kretzinger of the American 
Fork & Hoe Co. He was another man of strong char- 
acter and a very high class gentleman. Mr. Kretzinger 
was very systematic and methodical about everything he 
did. I remember one occasion when we received word 
he was coming our head buyer said to me: “We must 
manage to get a 5 per cent extra on his line of goods.” 
We laid our plans accordingly. We invited Mr. Kret- 
zinger to luncheon at the club. We talked casually 
about the very small profit on steel goods. The laborer 
was worthy of his hire, but we were serving the steel 
goods people without any profit. The buyer and I tossed 
the ball of conversation from one to the other, hoping 
to impress Mr. Kretzinger. 

Finally, with the demi tasse, Mr. Kretzinger remarked : 
“T am sure you will be delighted to learn that we have 
decided to advance our prices just 5 per cent. The ad- 
vance will take place on the first of the month.” This 
was a bombshell. Then the buyer and I had to change 
our policy and see what we could do to hold on to the 
price we already had. Mr. Kretzinger was a very pleas- 
ant and agreeable man, but our arguments seemed to 
have very little weight with him. We did not get the 
extra 5. In fact, we were compelled to pay the 5 per 
cent advance. 

However, I shall never- forget when I started on one 
of my foreign trips, I found a large flat box on the bed 
in my cabin. It was from Mr. Kretzinger. When I 
opened this box it was just a large silk American flag. 
On this journey we did a lot of motoring, and on our 
motor over the highways and by-ways of Europe we 
flew the American flag and remembered our good 
friend, Mr. Kretzinger. 

The three gentlemen mentioned above have all passed 
into the Great Beyond, but still we remember them and 
their good will visits. 


Art one time I was associated with a concern that was 
using its capital for all it was worth. As a matter of 
fact, we were selling more goods than we should have 
sold with the amount of money we had. I remember I 
made a flying trip to New York and called on Mr. Atkins 
of Sargent & Company. He took me to lunch at the 
Hardware Club. Mr. Atkins did not talk goods or 
prices, but along with the coffee he wondered if we did 
not need a little credit. We sure did! So he arranged 
a nice little line of credit for us that was of great help, 
and ever since that time I have had great good will for 
the house of Sargent & Company, and also for Mr. 
Atkins. He, too, has passed away. Mr. Atkins was a 
good will representative. 

Having had experience in such matters as a buyer, I 
once noticed the work of one of our salesmen that was 
very usual. This salesman could go anywhere and 
open accounts and sell goods. He not only did that but 





he held these accounts. His unusual work in a far 
away and hard territory attracted my attention. When 
he came in at the end of the year I talked to him about 
his methods. “Well, you see,” said he, “the first thing 
of all is not only to get the good will of the proprietor 
of the store but also the good will of his salesman and 
clerks. I work to get their friendship. When I call I 
make it a rule to ask the proprietor to let me talk to his 
clerks at night after the store is closed. I would come 
loaded up with some first-class five-cent cigars, and then 
when I got all the boys in the store together, with the 
proprietor sitting to one side, I would tell them a few 
good stories and then get down to work showing them 
how to sell our line of goods. The clerks would ask 
questions, and I would answer them. Nothing that I 
ever did helped more than the teaching of clerks how 
to sell our line and giving them information about the 
goods. I found these clerks were hungry for this infor- 
mation.” 


As I listened to this salesman the thought occurred to 
me that it was something of a waste to have him devote 
all of his time just to one territory, just to a few ac- 
counts. I gathered the idea that he would be more val- 
uable to our house if we would put out as a good 
will representative to travel with our other salesmen and 
show them how to conduct these clerks’ meetings, how to 
approach the dealers and how to tell about our line. So 
I made him a proposition. He was to become one of 
our sales managers, but he was never to have a desk. 
That was one point I insisted upon. Desks are very 
dangerous. Of course, he had to have a title, so I just 
called him our Sales Manager “in the Saddle.” 

This man had a peculiar genius for this kind of work. 
When he went with one of our regular salesmen he did 
not stir up any antagonism. They were glad to have 
him make a trip with them. When he was told by the 
regular that such and such a dealer could not be sold, he 
would work out plans to try to sell him. When he found 
some dealer who was sore on the house, he would call 
and use a little healing ointment. This Sales Manager 
in the Saddle did not seem to have any regular rule. 
Each case was handled on its own merits. Sometimes 
he found our regular salesmen were doing things they 
should not do and he would straighten them out, but 
he did it as if it were one grand and glorious joke. He 
had a most wonderful smile. 

This man did a great work for our company, but un- 
fortunately for us his work was recognized by a power- 
ful corporation and he was taken away from us at a 
much greater salary. We could not afford to keep him, 
so one day I told him “Good-bye,” and when he walked 
out the front door I felt like weeping. He was a dis- 
tinct loss to our house. He made a great success in his 
new connection, but all that is another story. He was 
in the highest sense a good will representative. 

Not having any real good ideas for an article this 
morning, I am just using an old man’s privilege of 
reminiscing. 

There are some very funny things that happen in busi- 
ness. Do you know in most funny plays all the fun 
is based on the fact that the audience understands the 

(Continued on page 84) 











PROFIT 


Sold 23,000 One Dollar Gifts During 


Christmas Season 
Profit Puller No. 1 


4 Frank P. Hall Co., Columbus, Ohio, has de- 
veloped a very profitable trade in gift articles, bought 
to retail at one dollar each. The range includes items 
suitable for birthday gifts, bridge prizes and shower 
gifts, as well as items of home decorative value. A 
dollar gift department is maintained on a year-round 
basis, and is advertised at regular intervals in the local 
papers. Window displays feature the department dur- 
ing the heavier buying seasons. There is a good 
normal demand, which reaches heavy proportions at 
holiday time. The Hall Company operates eight branch 
stores in addition to the main store. Last year during 
the Christmas season alone, the group disposed of 
23,000 dollar gifts. The bulk of the sales were made 
in the main store. 


Increases Women Customers from 78 
to 1200 Monthly 


Profit Puller No. 2 


A. L. STEINKE, Pipestone, Minn., has so arranged 
his store that the items and lines which have especial 
appeal to women are all displayed on one side of his 
salesroom. 

After starting this plan, he kept an accurate count 
on the number of women entering the store. During 
the first month his report showed 78 women callers. 
A year later the number had grown to around 1200 
per month. Meanwhile both his volume of sales and 
his profits have grown steadily. 


Opening Cartons Doubled Lamp Sales 


Profit Puller No. 3 


J oun A. WINTERS, formerly of East Orange, 
N. J., is one hardware man who was able to retire on 
the profits made in the hardware business. His success 
was due largely to systematic use of sales producing 
ideas. Here is one of the stunts he used in connec- 
tion with his open top table displays. He removed 
electric light bulbs from their containers, and placed 
them on the sales table with the proper price cards. 
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The fact that his customers could handle the actual 
lamps, increased his sales 50 per cent the first month 
and doubled his lamp sales in nine months. Each lamp, 
when sold was replaced in its original carton before 
delivery to the customer. 


Demonstration Sells 700 Can Openers 


Profit Puller No. 4 


Tue Bunting Hardware Co., Kansas City, Mo., 
turns seasonable slumps into profitable sales periods, 
through systematic demonstrations of special items. 

Careful investigation has proved to Buntings that 
the average kitchen is not well equipped with con- 
veniences, either in the proper size of pots, pans and 
kettles, or in knives, can openers and specialty items. 
The firm therefore picks one such item or line each 
month, buys a sufficient quantity, displays and demon- 
strates it in the store. The sales people do the demon- 
strating themselves, and are under orders to suggest 
the special item to every customer. 

One such demonstration was on can openers of a 
special type. A small table was used as a demonstra- 
tion counter, and tin cans of various shapes and sizes 
were laid out where the salesmen could show the ease 
with which can tops could be cut off, etc. Several can 
openers were on the table ready for instant use. This 
demonstration sold over 700 can openers at the regular 
price of 50 cents each. 


Organized, and Stopped Out-of-town 
Buying 
Profit Puller No. 5 


Avu BISHEL, Middletown, Conn., discovered 
that local schools, clubs and athletic teams were buying 
much of their sports equipment out of town, so he 
organized his local competitors and himself into a 
committee of action. This committee visited the offi- 
cials of the School Board and induced them to formu- 
late a rule whereby local dealers would be allowed to 
submit bids on all sports requirements, the contract 
to go to the lowest bidder, but in no case was the order 
to go out of town. They explained that local mer- 
chants help pay for schools and other public benefits ; 





















also that they were always ready to stand behind their 
goods. The local clubs and teams were appealed to on 
the same basis. Now practically all the sports equip- 
ment used in Middletown is bought at local stores. 


Sells Toys According to Age 


Profit Puller No. 6 


‘yn Walz Hardware Co., Saginaw, Mich., saves 
time and increases its toy sales by grouping the items 
on display tables according to ages of the children for 
whom they are intended. There are separate displays 
suitable for boys and girls of all ages from the mere 
tot to the youth of fifteen. When a shopper asks about 
toys, the first question of the Walz salesman is: “How 
old is the child?” When the age is given, the customer 
is conducted to the table arranged for that particular 
age group, and a profitable sale is quickly and easily 
made. 


Cashes In on Color Schemes 
Profit Puller No. 7 


J ERRY BOWMAN, Flora, IIl., locates the buildings 
in his trade territory, which need painting, and takes 
kodak pictures of them. He sends the pictures to the 
paint manufacturer, whose line he carries, and asks 
for suggested color schemes. He then takes the pic- 
tures and the information and calls on the owners of the 
buildings, selling each one a color scheme of which 
paint is merely an incident. He follows up with 
similar tactics in regard to the individual rooms of 
each building. This plan has greatly increased Bow- 
man’s paint sales and paint profits. 


Eliminate Dead Stock by Selling the 
Sample 
Profit Puller No. 8 
Ww. H. BLANNING, Lykins, Pa., realizes that dead 
stock often represents the difference between profits 


and losses. He therefore uses detachable samples on 
his display doors. When a customer decides on a 


certain item in one of the displays, the sample is de- 
tached and sold to him; the item is then replaced from 
stock. This eliminates shop worn samples, saves time, 
and gives an automatic check on slow moving or dead 
stock. 
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Buys Old Hardware to Sell New 


Profit Puller No. 9 


Pr JFITABLE new business can be obtained by re- 
placing old, inadequate, out-of-date builders’ hardware 
with new equipment. A Michigan dealer recently 
offered to pay one dollar for the old hardware re- 
placed by the purchase of new hardware on two or 
A careful record was kept of the sales, 
He increased 


more doors. 
and the old hardware was sold as junk. 
his business in door hardware 60 per cent in two 
months, and after deducting the payments for old hard- 
ware, he found that he had netted a good profit. 
Incidentally, he found that customers who renewed the 
hardware on a few doors, were easily influenced to do 
a complete job of rehardwaring at regular prices. 


Schedule Cards Niblicaiiiia Sport Goods 


Profit Puller No. 10 

"Tue Hegner Hardware Co., Sewickley, Pa., uses a 
simple but effective method for advertising its sport- 
ing goods department. The method consists of 
aluminum cards about the size of a calling card, on the 
back of which are schedules of baseball, football, or 
basketball games, of the local schools, club and Y. M. 
C. A. In addition to the schedule, each card carries the 
name of the school, club or Y. M. C. A. head, the names 
of the coaches, team managers and captains. A dif- 
ferent card is used for each of the institutions men- 
tioned, and the reverse side of each card carries the 
firm name and advertising. Those interested in the 
games are notified that the schedule cards can be 
obtained by calling at the store. 


Ribbon Reminders Sell Associated Items 

Profit Puller No. 11 
An eastern hardware merchant employs a_ novel 
stunt to remind customers of associated items. [le 
arranges several tables in such a way that each item 
shown has, on the same table, some related item. 
Narrow ribbons connect the table compartments in 
which the related items are shown, and placards make 
clear what it is all about. For example, a stock of 
egg beaters is connected by a ribbon with a set of 
mixing bowls. 

This plan was employed for a week last fall, and a 
record kept of results. Sales on the tables where it 
was used, were nearly double those on which the mer- 
chandise was shown in the ordinary wav. 





A complete appeal to the families in its com- | Having a large store with four good sized windows 
munity was made by the E. M. Cope Commercial _ facing the street, this dealer devoted each win- 


Co., of Redland, Calif., last Christmas through dow to an individual grouping of merchandise. 
four most unusual window displays. One window contained gifts of special interest to 








“her.” The second showed items that would 
please “him.” In the third were gifts designed 


to bring joy to the hearts of the “kiddies.” The 
last window was for the “home.” 
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In this way, the Cope Company was able to put 
four distinct types of windows before its com- 
munity. These displays, taken as a whole, covered 
the complete Christmas gift-giving problem 
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knew that he could 
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Cards in twenty 





lessons there would 
be no necessity for 
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prices for window 
and interior show 
cards. The writer 
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who is instructor 
in a modern show 
card school coming in contact with 
people from all walks of life can 
prove beyond doubt that 80% of the 
students who enroll are able to pro- 
duce legible show cards in twenty 
lessons, those who drop out after 
four or five lessons seem unable to 
concentrate or are not ambitious 
enough to closely follow the simple 
instructions. Artistic ability is not 
necessary it is only a matter of train- 
ing the hand so the brush can be 


» controlled in making perpendicular, 


horizontal, oblique and_ circular 
strokes used in the formation of the 
26 letters of the alphabet. 


Ly one system of instruction the 
student is given six or seven letters 
of the alphabet lettered in black on 
white cardboard, over this is placed a 
piece of white transparent tracing 
paper and with a sharp pointed pen- 
cil the outline of each letter is traced 


out. The next operation is to select 
a number six Red Sable brush dipped 
in the ink and worked to @ point on 
a piece of card by TWIRLING the 
brush handle between the thumb and 
first two fingers (this must be done 
each time it is dipped in the ink). 
The brush should be held in exactly 
the same position as the pencil re- 
membering always to keep the thumb 
and first two fingers well down on 
the brush handle. With the brush in 
this position the student proceeds to 
follow over the pencilled outline of 
letters. 

After all outlining is completed 
the filling-in process is done with a 
larger size brush (a number eight or 
twelve brush, or according to the size 
of letters). In filling-in the student 
is taught to keep well within the out- 
line of each letter working toward 
the center. 

The two most difficult letters to 
make in the alphabet have been given 





due consideration, the letter “O” is 
made with first a left and then a 
right curved stroke and finished off 
at top and bottom with two short 
straight strokes. The letter “S,” 
which is generally made up with a 
series of curves and twists, may be 
made in seven short and almost 
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1 ALPHABET 


straight strokes The size of this 
card is 7 x 11, the alphabet letters 
are 34 inches high, the letters in black 
ink. 

Black or white letters on a gray 
card are the most practical for the 
Hardware store, a gray card will not 











soil so easily as the light colored 
stock. If the white letters become 
soiled they may be cleaned with a 
piece of Art Gum. 

White lettering on a dark back- 
ground is much the easier for the be- 


ginner. 
here and there will not be noticed as 
on a white card with black lettering. 


Any slight imperfections 


The brushes that are used most- 
ly for the general run of show card 
work are, Nos. 4, 6, 8, 10 and 12. 
Nos. 4 and 6 are generally used for 
very small lettering and the outlining 
of letters. No. 8 is used for letters 
about ™% inch high. No. 10 is a 
general favorite for all lettering up 
to 2 inches in height. No. 12 is used 
for large captions or headings, par- 
ticularly for single-stroke lettering. 


A LARGE size brush may be 


“shaped” after it is dipped in the 
ink to do the work of a smaller size 
brush, but it is a mistake to try and 
spread out a small size brush to do 
the work of the larger ones. Under 
the conditions the brush can not be 
relied upon to keep the strokes of 
any uniform width. 

Around the Christmas holidays is 
the time that show cards count more 
than any other, particularly if the 
Christmas colors, red and green, are 
used. They give the store and win- 
dows a bright and festive appearance. 

The cards shown with this article 
are representative of the newer trend 
in show cards. They are smaller than 
the older type of display cards, in 
line with the plan to provide un- 





obstructed view of all merchandise. 


Harwi Opens Simmons’ Former Wichita Warehouse 


UNDREDS of _ interested 

dealers and their friends 

attended the formal opening 
on Nov. 21, of the Wichita, Kan., 
branch of the A. J. Harwi Hard- 
ware Co., whose headquarters are 
in Atchison, Kan. 

This large modern building was 
included in the recent purchase by 
the Harwi organization of the 
Wichita business of the Simmons 
Hardware Co. Ten thousand dol- 


lars have been spent in structural improvements within 
this building and it is now equipped with all types of 
The Harwi organiza- 
tion is now operating this Wichita branch with a full 
force of salesmen and complete warehouse facilities. 
George W. Paddock has been named manager of the 
Wichita branch. He has been affiliated with the Harwi 
organization for several years, traveling out of Cherry- 
He is a native of New York, N. Y., and 
has been associated with the wholesale hardware busi- 


labor and time saving appliances. 


vale, Kan. 





ness since seventeen years of age. 


two houses. 


GEO. W. PADDOCK 


F. E. Clingan has charge of credits at this branch and 
Fred H. Barkow manages the warehouse. 

A. J. Harwi Hardware Co. was founded in Atchison 
in 1875 by the late Alfred J. Harwi, father of the in- 
cumbent president, Frank E. Harwi. 
of the organization plans to divide his time between the 


The present head 
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“BURSTED BUBBLE WILL SEND 
PEOPLE BACK TO WORK” 


Bursted Bubble Will Send 
People Back to Work 


Fircusurc, Mass.—The speculative 
bubble has burst, sending thousands of 
business men back to business and 

hundreds of thousands of 


Tn ane 
- wage earners and salary 
earners back to thrifty 

a spending and saving. All 

S this. is now stimulating 
business which is in its 
usual seasonal falling off. 
It is too bad that now, 
when optimism is so 
needed, the _ business 
press and the voices of 
business men are almost unanimous in 
pointing out that the speculative de- 
bacle will result in poor business. 

Money rates are already easier. This 
is a stimulus to general business, both 
in Europe and the United States. Let 
us not forget however that easing 
money rates do not bring about a turn 
in the trend of business until nine to 
fifteen months later. 

The hardware business is largely de- 
pendent upon building and automobile 
manufacture. Both of these are off 
now and will doubtless continue to be 
off during the first half at least of 1930, 
but the proper stimulation is being 
given and will doubtless continue to be 
given for a long time. Building will 
be better as soon as first mortgages can 
be obtained at 6%. This is the time 
to be optimistic. 

It is deplorable that business leaders 
and the business press did not send 
out storm signals during the first few 
months of 1929 when business was 
climbing to such a tremendous peak. 
Secy. Hoover and Secy, Mellon sent 
out such warnings in 1923 and doubtless 
saved tremendous losses to the country. 

It is to be hoped that the economic 
fallacy that “Spending money in any 
old way makes good business” is dead, 
for the time at least. The influences 
that make for better business are at 
work even though business is now de- 
clining. Let us add optimism to these 
influences by stressing every favorable 
item. 

For the, first time in three years, 
business men have a right to be really 
hopeful and optimistic for the future. 





ALVAN T. 
SIMONDS 


| Those who have sufficient business abil- | 


| ity and sufficient grounding in eco- 
nomics now have plenty of cash on 
hand with offerings out for all kinds 
of good things at bargain prices. Those 
who have not cash will say farewell 
to the stock ticker and go back to 
their work, thereby becoming again 
useful citizens. 
(Signed) Atvan T. Simonps, 
President, 
Simonds Saw & Steel Co. 


Sees Beneficial Effects as the 
Final Result 


CLEVELAND, On10—I am of the opin- 
ion that the recent flurry in the stock 
market will have no detrimental effect 
upon general business; 
on the other hand I 
think it will have a 
beneficial effect. 

There was too much 
time and thought and 
money being expended 
in one line of endeavor, 
viz., that of stock pro- 
motion. This naturally 
resulted in an over-de- 
velopment of this line. and neglect and 
under-development of other lines of 
endeavor. Now that the sudden drop 
in stock values has called attention to 
this fact, people that had no business 
in the stock market will pull out of it 
and go back to the work for which they 
are fitted. This will make a more gen- 
eral development of the-country and 
will work for steadiness and well- 
rounded business progress. 

There may be a little slackening in 
certain lines of business for a short time 
until necessary adjustments are made, 
but America is so rich in natural re- 
sources and opportunities; its people 
are so active, resourceful and possessed 
of so much vitality, that they are bound 
to keep busy and go forward. It will 
take more than a flurry in the stock 
market to hold them back. 

I am just as much of an optimist for 
America today as I have always been. 
(Signed) G. B. Durett, President, 





G. B. 
DURELL 





The American Fork & Hoe Co. 











S a final aftermath to the 
recent Wall St. debacle 
people will return to their own 
lines of business activity. They 
will go back to work and re- 
sume their buying interest in 
essentials such as dominate the 
lines distributed by the hard- 
ware trade. This is the very 
evident opinion of leading 
hardware manufacturers, 
wholesalers and retailers who 
have written HARDWARE AGE 
expressing their views on the 
probable reaction of the stock 


market deflation. 
~  —Tue EpIror. 


Future Investments Will Be More 
Carefully Made 


Rome, Ga.—Our section like all 
others—was involved and we suspect 
still is. We firmly believe that this 
is only a _ corrective 
measure that had to be 
applied at some time 
which would never suit, 
and for that reason we 
had just as well have it 
now as any other. 

In discussing this with 
other individuals, practi- 
cally all seem to have lost 
track of the vast earn- 
ings of all these stocks over the past 
several years, and do not consider what 
they will amount to in the future. It 
is not our belief that general business 
will be seriously affected and for that 
reason some of these larger corpora- 
tions will continue to pay out dividends 
as heretofore but these dividends will 
go into the hands of fewer people than 
has been the case in a good many years, 
under which circumstances the question 
seems to answer itself. Many will not 
have these dividends to spend, and yet 
on the other hand, the few will have 
more to spend. In other words, the 
total will be paid to a fewer number of 
individuals. 





T. R. 
FRAZER 
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The question is, what are they going | munity and the conditions here are | Hardware Retailers Expecting 


quite fair. The dairy sections are very 
good and while the potato crops were 
have had and will without doubt begin | not up to those of the last year the 
to accumulate a fair proportion of | farmers are getting a much better price 
bonds and preferred stock. In our sec- | for potatoes and we think that they 
tion, they will go—to a large extent— 
into Building and Loan Associations, | have more money to spend. 
not with the idea of building a home, | We are very much in hopes that the 
but with the idea of making a conserv- | stock speculations will not continue as 
ative investment. So far as our section | they have in the past and the banks 
is concerned, this business has for | and other big interests will have a little 
several years been doing rather well | more consideration for the legitimate 
in our county. In other words, up | merchants. It kas been a hardship on 
to a very recent date there was more | the merchant in the past because money 
money invested in Building and Loan 
in Floyd County than in all the balance | made conditions rather stringent, due 
of the state put together. We have an | to the fact the people have been using 
idea that the large firms and banks in | their money on the stock market rather 
our section who have during the recent | than paying their bills to the small mer- 
past loaned money in New York subject | chant. As a consequence collections 
to call will be just a little leery about | have been very slow and it has stifled 
continuing to put up the money for | business to quite an extent. 
these speculators to do business on, | (Signed) H. H. Kimpatt, 
thereby making money easier and | Vice-President, 
cheaper locally. | Barker, Rose & Kimball, Inc. 
Frankly, we cannot see how the hard- 


to do with it? My own idea is that 
they will not forget the close call they 


ware busienss should be affected ad- | 1930 Will Be Satisfactory or 


versely to any great extent, as in most 
cases these losses seem to have been 
paper and not money, or at least this RocHEsTER, N. Y.—The general rule 
appears to be a local condition. |is that a fat man is sluggish in action 
With the largest cotton crop in our 
section that we have had for the past | stripped for action is not 
several years, and the price guaranteed | fat. The trouble with 
by the Farm Loan Board, we cannot see | business in the United 
anything particularly discouraging inso- | States has been that it has 
far as the future is concerned. While | been too fat, and Wall 
we are not anticipating our require- | Street had a big share in 
ments in a reckless way, we are going | making it fat. What 
right ahead preparing for a close-to- | business in the United 
average business insofar as our spring | States needs generally is 
requirements are concerned. If business | to be “stripped for ac- W. R 
in our section is adversely affected by | tion.” HILL 
this Wall Street affair, we cannot be- | The stock market crash—although 
lieve it will be to any great extent. | terrible to many—will help business 
All the fore-going is a rather ram- | “strip for action.” 
bling explanation of our views about | Although prices have been higher, 
a subject which had best be discussed as | so also have costs of distribution. 
little as possible, and certainly not 


Attending to Business 














Although business has been good, 

magnified. | competition has been getting more and 
(Signed) Tuos. R. Frazer, President, | more keen. 

Rome Hardware Co. The business men who wiil “clean 

—— | house” and be fit to fight will survive 

More Consideration for | —those who do not, will lose. As a 

Legitimate Merchants | result of the stock market insanity, 

ee “i | people will be more sane. 

Ermira, N. Y. — Conditions have | The net will be beneficial, but I be- 

been so unsettled for the past week OF |lieve it will hurt Christmas buying. 

so that we hardly know what effect the | Cojtections will slow up, and for a 





iti “4 c | . . ~~ . 
condition ; of the stock | while loans will freeze. Stock «ill 
market will have seemed 7, e |come back to merchants who sold on 
general line of business. ' | installments. 


| I believe 1930 will return satisfac- 
| torily and well for those in the hard- 
| ware industry who ’tend strictly to 
| business. 


We do feel, however, that 
in the larger centers it is 
going to affect somewhat 
the sale of radios and 
other lines that are sold (Signed) W. R. Hut, 
during the holiday season. | President, 
We are in a rural com- aunts. Sargent & Greenleaf, Inc. 


will be better off in the end and will | 


has cost more than it should, and it has | 


—certainiy a man fit to fight when | 


| Their Usual Business 


BattimoreE, Mp.—From actual ex- 
| perience I know the recent upheaval in 
|the stock market has _ temporarily 
| created in business a feel- 
ing of uncertainty. Further- an 
more, for the past two 
weeks it has been very diffi- 
cult to secure the undivided 
attention of the wholesalers 2 
on whom we have called, - 
| due to the unusual interest 

that has been manifested in 
matters pertaining to Wall 15% 
Street. 

| From information we have been able 
to gather, we are confident that mer- 
| chants and manufacturers as a whole 
now realize there is more to be gained 
by giving their undivided attention to 
their own business, forgetting all about 
the stock market, which cannot help but 
| create a condition that will assist in the 
improvement of business in general. 

In reference to Christmas buying, 
we believe that the jewelry and fur 
business will be affected in volume, but 
not seriously felt by manufacturers or 
jobbers of hardware, and are quite sure 
that hardware retailers have placed 
their usual specifications for items that 
are bought for the Christmas trade, and 
are expecting their usual business. 

(Signed ) J. Q. A. SAnp, 

Sand & Hulfish. 


& 


Ca 
+3 
ee 





Hardware Business Is Built 
on Conservative Essential Basis 
New Haven, Conn. — The recent 

stock debacle naturally will affect cur- 
rent retailing. Too many were over- 
indulging in the new 
luxury of stock specula- 
tion, a bilious attack, 
among hectic livers, to be 
| expected in this their day 
| of jazz. 

Surely this . gambling 
percentage of the pur- 

| chasing public will have 
|to recover and_ certain S. H. 

| “optimistic expenditures” C®AWFORP 
| will be curtailed; and as this element is 
a “leavening yeast cake” in the spirit 
of our entire spending population, there 
will be a temporary shrinking in all re- 








tailing. 

Many business moralists see the posi- 
tive benefit of this shock and prophesy 
|a sane return from “speculation” to 
| “investment”; in which case the normal 


| type of merchandising will be restored. 


Sound reasoning inspires confidence 
and optimism. 

Isn't the average customer of the 
hardware store pretty much of a con- 


servative anyway? And isn't the hard- 
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ware business largely a conservative 
one? Outside of a sympathetic reac- 
tion, isn’t it fair to assume a good gen- 
eral crop of hardware? 

Too much pessimism develops a 
gloomy attitude; an emotional condi- 
tion which too easily blinds those who 
do not permit reason to come to the 
rescue. Hardware is one of the most 
substantial businesses in the country. 
It is built around the house, the home, 
the farm, and much of our industry— 
the heart of our civilization. It is an 
essential service to be performed and 
survives by meeting its many and ever 
changing conditions. 

(Signed) Sam H. Crawrorp, 

Field Promotion Manager, 
Winchester Repeating Arms Co. 





Agricultural Prosperity Offsets 
Reaction of Stock Deflation 


Stoux City, lowa—I think you per- 
sonally know that our location is sit- 
uated in the heart of the agricultural 
section of the country where the effects. 
of the industrial East, frantic Wall 
Street and the national political policy, 
are felt much less in comparison than 
in other sections. 

At this particular season we have a 
very satisfactory general crop with 
prices somewhat affected by the stock 
market decline but this will be felt 
much less than in other territories on 
account of the agricultural prosperity. 

Candidly we are enjoying a very sat- 
isfactory business and looking forward 
to a continuance of same during this 
season and a large increase in business 
the coming year. I believe this terri- 
tory has finally awakened to the neces- 
sity of necessary repairs and rebuild- 
ing. 

(Signed) W. S. Knapp, 
President, 
Knapp & Spencer Co. 


Volume of Commercial Business 
Will Continue Steady 


LittLe Rock, ArK.—It 1s my impres- 
sion that the immediate effect of the 
break in stock exchange prices will be 
depressing on the total volume of busi- 
ness, but that the effect will not be as 
severely felt in the hardware lines as 
in luxuries. While business men as in- 
dividuals even in Arkansas have been 
playing the stock market, there is no 
over-expansion of credits or in stocks 
of merchandise, and business houses 
large and small in our section of the 
country are in position to buy merchan- 
dise steadily for a ready consuming 
market. 

Whenever there is a release of funds 





from the stock market of real magni- 
tude, we will, of course, see lower 
interest rates prevailing and this will 
tend to improve the situation as regards 
permanent investment and construction. 
Construction work involving any large 
sums is, of course, being delayed await- 
ing a better price for bonds. 
Summing up the entire situation, my 
opinion is that while we may have a 
temporary depression of short duration, 
the final effect will be that the volume 
of commercial business will continue 
steady and that there is nothing that 
would indicate any difficulties for in- 
dustry and business. Prices on mer- 
chandise may be temporarily slightly 
lower, but should remain at approxi- 
mately the present levels. 
(Signed) H. H. Tucker, 
President, 
Fones Brothers Hardware Co. 





Good Thing for Business and 
Country in General 


Mempuis, TENN.—Most hardware 
and mill supply jobbers, with whom I 
have discussed the recent deflation in 
the stock market, believe it is a good 
thing for business and the country in 
general. They claim most of those who 
have been immersed in the stock mar- 
ket will now turn their attention to 
legitimate business, also that money 
will flow back into legitimate chan- 
nels. 

They also claim the attention busi- 
ness men have given to the stock ticker 
has been a hindrance to business. They 
seem relieved now that the orgy is over. 

Many parts of the South are more 
optimistic as to the future than they 
have been for years. 

(Signed) C. B. CHANCELLOR. 





Expects Usual Toy Volume 

New Haven, Conn.—The banks 
would refer to the toy business as a 
seasonal business, and generally speak- 
ing, it is, but after 
twenty years of manu- 
facturing, and at a time 
when there might be 
some uncertainty regard- 
ing the immediate busi- 
ness future, looking 
ahead, the seasonal as- | 
pect of the toy business ° 
has its advantages, in A. C. GILBERT 
that a large part of the selling is con- 
centrated during the Christmas holi- 
days, and as a result, regardless of 
general business conditions, the toy in- 
dustry has never suffered. Children 
are generally well looked after, and 
should be. As a result of this, there 
has never been much fluctuation in the 
general retail sales around Christmas 
time. Consequently, my years of ex- 
perience have led me to believe that 
the next few months will continue in 
their usual volume. 

The American Toy industry has 
steadily gone ahead for several rea- 
sons: First, most toys manufactured 
now are well worth while for children 
—many have educational advantages ; 
second, toys are better made than they 
have ever been, and they form a very 
important part of life in the home. The 
efficiency of manufacturing is increas- 
ing continuously, and all these things 
lead me to believe we can look forward 
to still better business. 

(Signed) A. C. Giipert, President, 
The A. C. Gilbert Co. 





| 
| 
| 
| 





Good Crops Will Make Good 
Business in Kansas 


Wicuita, Kan.—It’s quite a far 
call from Wall Street to the Plains of 


| Kansas, but even that big gap can be 


bridged in a few moments by telephone 
or telegraph and in a few hours by 
aeroplane. 


My first reaction to the collapse in 
the stock market would prompt me to 
state that it could not materially af- 
fect Kansas directly, and so far as the 
rural communities are concerned, that 
is true, but in the larger towns and 
cities I have been amazed to observe 
the number of people who hang with 
fevered pulse on each turn of the 
ticker. There seems to be a growing 
undercurrent of feeling that this 
tremendous recession in stock prices 
and the consequent losses that must 
be absorbed will curtail the distribu- 
tion of luxuries in our trade territory. 
But as applied to the hardware line in 
general, I do not believe the situation 
will have a serious effect. Give us a 
good crop of wheat, corn and other 
agricultural products (which we did 
not have in a great part of our terri- 
tory this year) and give us a fair price 
for those crops and we have no par- 
ticular worry about what happens on 
Wall Street. 

Up to date it seems apparent that 
“All the king’s horses and all the 
king’s men” have not been able to 
solve the problem of farm relief. 

(Signed) F. E. Harw1, 
President, 
The A. J. Harwi Hdwe. Co. 
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Buying Power Not Impaired 
PARKERSBURG, W. Va.—I have not 
vet been able to observe any serious ef- 
fect upon general business, caused by 
the recent collapse in stock market 
prices, and do not believe that buying 
power has been impaired, except in 
very scattered cases. Neither can I 
see any reason why general business 

should not continue in good volume. 

(Signed) Witittam H. Bartpwin, 

President, 

Baldwin Tool Works. 


Let’s Quit Gambling 
and Get to Work 


INDIANAPOLIS, Inp.—As the old song 
goes “What’s the Use of Worrying? 
It Never Was Worth While.” The 
United States of America 
is not going to be put out 


of business merely be- 
cause of losses made by 
the people who have 


gambled in stocks for the 
last two or three years. 
We are sorry, of course, 
for the four or five mil- 
lions of men and women, 
including the old and the young, who 
lost their all or part of it because of 
their “margins” having been wiped out. 
But the balance of the population, which 
we understand to be somewhere around 
110,000 to 115,000,000, is still going 
ahead at the same old stand trying to 
carry on their respective avocations. 

The great lesson that has _ been 
taught to those who gambled in stocks 
will not only be good for the losers, 
but it should also be a good example 
for the rest of the public, and thereby 
keep them from using their hard 
earned cash in trying to beat the Wall 
Street “poker game.” 

There is no doubt but that stock ex- 
changes are perfectly legitimate and 
all right as a means for carrying out 
the purpose for which they were orig- 
inally intended, viz., that of buying and 
selling stocks, and if after careful ex- 
amination of the standing of any in- 
dustrial concern which a man wishes 
to put his money into for the purpose 
of investment, and he finds it to be 
all right—well and good—the same as 
he would in any other business, but 
when it comes to betting that a stock 
is going up or down and having to 
margin his bet, then that, of course, is 
pure gambling and he takes his chance 
and has no one to blame but himself 
if he loses. 

There is, of course, nothing new 
about gambling. It has been done in 
some form or other since man came on 





N. A. 
GLADDING 











earth. The fellow who doesn’t gamble, 
but who always keeps his money active 
in legitimate businesses, may not get 
rich quickly, but he does not have to 
worry so much as the other fellows 
when the bubbles. burst. 

The above sounds like a lecture but 
it is not so meant; just trying to talk 
a little common sense about the pres- 
ent situation. Something had to be 
done to get the money flowing back 
into the country where it really belongs 
for the use of legitimate business. We 
think this will be the effect of the big 
drops in prices of stocks, and the coun- 
try at large will be glad to see it work 
that way, as then the banks can get 
back to a normal condition and loan 
their money to merchants, manufactur- 


ers, farmers, etc., for the purpose of | 


taking care of their regular trade. 
The said Senators do not seem to 
realize that this is the greatest con- 
sumers’ market in the world for the 
best quality of merchandise, and if the 
factories are kept busy there will be 


a good consumption of everything, in- 


cluding luxuries. If the factories have 
to shut down and go out of business, 
it will bring about tremendous 
amount of unemployment and 
tremely low wages to meet foreign 
competition. If the people of this 
country want that sort of condition, 
they can get it by electing to office 
said men who seem to have no regard 
for the fundamental prosperity of this 
country, which is not only founded on 
good agricultural conditions but also 
on healthy manufacturing conditions, 
The best market for the of 
this country is the United States it- 
self. Of course the department and 
chain stores would, no doubt, like to 
see all foreign goods come in at a very 
This might 


a 
ex- 


tarmers 


low tariff or none at all. 
be all right for awhile, but later on 
they would be bound to suffer for the 
same reasons as the rest would, viz.: 
“no work, no pay” and therefore no 
trade. 

All of these principles, from stock 
gambling to legislation, need the ap- 
plication of common sense which after 
all is best for anything and every- 
thing. 

This country is not going to the 
“damnation bow-wows.” On the other 
hand, trade and traffic will keep on in 
good sized volume even if we do not 
have a boom in trade. 














Let everybody quit gambling and go | 


to work! 
(Signed) N. A. Grappine, 


First Vice-President, 


| 


E. C. Atkins & Co., Inc. | 


One of the Best Things for 
General Business 


Winston-Satem, N. C.—The writer 
has talked to two or three bankers, 
both in New York City and Winston- 
Salem and we are of 
the opinion that they 
are correct in their 
judgment of the situa- 
tion. as we asked them 
practically the same 
question that you asked 
in your letter and their. 
reply was that it was 
their opinion that it 
would perhaps affect 
business adversely in the immediate 
future. However, it was of the 
best things for general business that 
could happen, that as soon as the gen- 
eral public got over the shock and de- 
cided to get back down to earth and 
making a living through their own ef- 
forts, that they would turn more to 
investments of a substantial nature, 
such as real estate, bonds, preferred 
stocks and common stocks that would 
pay a satisfactory return on the invest- 





W. N. DIXSON 


one 


ments. 

They expressed the belief that we 
would see a revival in real estate and 
building, which would naturally be very 
beneficial to the hardware trade as a 
whole. 

Although 
days, the above developments are al- 
Our retail 


it has only been a few 
ready being demonstrated. 
store has already reported the loss of 
the sale of several radios and frigid- 
aires for the time being to some of 
the unfortunate who were wiped out. 

It is too early at this time to judge 
whether or not the American public 
will accept the lesson which has just 
been taught and stay out of the mar- 
ket or go back in and try to regain 
what they have lost, and we believe on 
this one point depends to a large ex- 
tent whether or rot our opinion as ex- 
pressed above and confirmed by some 
of the financial men, will become a 
At any rate, money for 
become 


reality or not. 
legitimate enterprises 
more easily obtainable at a reasonable 


should 


rate of interest. 

Finally, we do not believe the Hard- 
ware Jobber or Dealer, that is prop- 
erly organized and efficiently operated, 
have anything to fear from either of 
the stock market, chain stores or mail 
order houses, and if they will continue 
to push quality merchandise at a fair 
margin or profit as they have in the 
past, they will prosper as they should. 

(Signed) W. N. Drxson, 
President, 
3rown-Rogers-Dixson Co. 
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Oster Mfg. Co. Merges with 
Williams Tool Corporation 


The recent merger of The Oster Mfg. 
Co., Cleveland, Ohio, with Williams Tool 
Corp., Erie, Pa., brought together two of 
the oldest and largest manufacturers of 
pipe-threading equipment. 

The Oster Mfg. Co. was founded in 1893, 
and its executive personnel includes R. B. 
Tewksbury, president; Roger Tewksbury, 
vice-president and treasurer, and Arthur S. 
Gould, secretary. 

The Williams Tool Corp. was founded 
in 1901. Roger Tewksbury has become 
president of the corporation since the 
merger. E. P. Poole is vice-president and 
J. E. Humble is secretary-treasurer. 

A line of adjustable pipe-threading tools 
is produced by the Oster organization in 
addition to a portable pipe machine and 
belt and motor driven pipe machines. 

The Williams company has been manu- 
facturing at its Erie, Pa., and Brantford, 
Ont., plants a line of pipe machines and 
pipe cutting-off machinery. 

For the present, the two companies will 
operate independently as in the past, so 
there will be no change in company names. 


D. A. Kohr Elected a Director 
of The Sherwin-Williams Co. 


At the recent annual meeting of the 
stockholders of The Sherwin-Williams Co., 
601 Canal Road, N. W., Cleveland, Ohio, 
D. A. Kohr, president, The Lowe Brothers 
Co., Dayton, Ohio, was elected to the di- 
rectorate. 

Mr. Kohr is well known in the paint and 
varnish industry, and since the acquisition 
last May of the Lowe organization by The 
Sherwin-Williams Co., he has been in close 
touch with all the company’s activities. 

President George A. Martin, of Sher- 
win-Williams, reported to the directors 
that during the recently ended fiscal year 
the company achieved the greatest sales 
and earnings record since its existence, and 
said that the outlook for the coming year 
was most favorable. 


Damascus Steel Products Corp. 
Opens New York Sales Office 


Damascus Steel Products Corp., manu- 
facturer of tools and cutlery in Rockford, 
Ill., has opened a sales office at Room 1606, 
347 Fifth Avenue, ‘New York, N. Y. 

A stock of the company’s products will 
be stored at this office to meet pick-up or- 
ders from the metropolitan district. The 
company may eventually expand this office 
to take care of more of its Eastern busi- 
ness. 


Gordon Gordon, President 
The Taft-Peirce Mfg. Co. 


Gordon Gordon of New York City was 
elected president and treasurer of The 
Taft-Peirce Mfg. Co., Woonsocket, R. L., 
at a recent meeting of the organization’s 
board of directors. He succeeds the late 
Louis V. Hubbard. For the past 25 years 











Mr. Gordon has been secretary of the com- 
pany. 

Frederick S. Blackall, Jr., was elected 
secretary, succeeding Mr. Gordon. He will 
also continue as vice-president and general 
manager, in active charge of the plant. 

John W. Wheeler, Jr., of Bridgeport, 
Conn., was added to the company’s direc- 
torate. 





H. S. Davies Now Sells Wooster 
Brushes in Central States 
Herbert S. Davies is now representing 
The Wooster Brush Co., Wooster, Ohio, in 
Illinois, Michigan, Indiana, and Wisconsin. 





HERBERT S. DAVIES 


He has had several years’ experience in 
the paint brush field and is well known in 
the territory which he will cover for the 
Wooster organization. Mr. Davies will 
reside and make his headquarters in Chi- 
cago, Ill. 





H. E. Smith Plans Trip of 25,000 
Miles—Starts Jan. 16 
Herbert E. Smith, president, Pike Mfg. 
Co., Pike, N. H., starts Jan. 16, 1930, on 
a 25,000-mile business trip in foreign coun- 








HERBERT E. SMITH 











tries. The itinerary includes Australia, 
Malay Peninsula, China, Japan, and Korea. 
He will be accompanied by E. Warren 
Smith, a former sales manager of the Pike 
Mfg. Co., who retired from active busi- 
ness some years ago and will make the trip 
for pleasure. The travelers are due back 
in Pike, N. H., about May 1, 1930. 








William L. Goodwin, President, 
Armstrong Electric & Mfg. Corp. 


William L. Goodwin has been elected 
to the presidency of The Armstrong Elec- 
tric & Mfg. Corp., Huntington, W. Va. 
He succeeds Thomas E. Spence, who re- 
cently resigned. 

Mr. Goodwin has for many years been 
associated with the electrical industry. He 
was at one time in the electrical jobbing 
business in San Francisco, Cal.; later with 
the General Electric Corp., and more re- 
cently as president of the merchandising 
counsel firm of Goodwin, Morton & 
Badrian, Inc.,. New York, N. Y. 

Mr. Goodwin will have his office in the 
corporation’s executive offices, 522 Fifth 
Avenue, New York, N. Y. 





Stevens Walden-Worcester, Inc., 
Becomes Stevens Walden, Inc. 


Following a recent reorganization, 
Stevens Walden-Worcester, Inc., manu- 
facturer of socket wrenches and small 
tools in Worcester, Mass., has changed 
its corporate name to Stevens Walden, 
Inc. 

The new officers are Homer W. Bleckley, 
president and treasurer, and George W. 
Fleming, vice-president and director of 
sales. 

It is understood that the company will 
continue to manufacture and sell under 
its respective trade names, Walden-Worces- 
ter wrenches and Stevens tools and boxes. 





F. T. Wyne Elected Secretary 
Frantz Manufacturing Company 

F. T. Wyne has been elected secretary, 
Frantz Mfg. Co., Sterling, Ill., succeed- 
ing the late Joseph W. Wentsel. Mr. 
Wyne will be in charge of the sales de- 
partment. 





Akron Club Will Become 
Summit County Hardware Club 


Eighty-two members of the Akron Re- 
tail Hardware Club attended the Novem- 
ber meeting of the organization, which was 
held in the Copley Heights Tavern, Akron, 
Ohio. 

The speaker of the evening was Roy 
Nesbitt, Akron attorney, who talked brief- 
ly on “Cooperation and Its Relation to the 
Retail Hardware Merchant.” A new con- 
stitution was adopted at this meeting, and 
32 firms joined the club. Thirty-five firms 
were represented at the meeting. 

The next meeting of the Akron club will 
be in January, at which time the name, 
Summit County Hardware Club, will be 
adopted. Harry Pealy is president of the 
club; Harry Tucker, vice-president, and 
A. C. Hutchinson, secretary. 





D. G. Baldwin & Co. Covering 
Baltimore for Wright Steel 


G. F. Wright Steel & Wire Co., Worces- 
ter, Mass., announces that D. G. Baldwin 
& Co., 41 Murray Street, New York, N. Y., 
who represents the company in Philadel- 
phia and New York, has added to its terri- 
tory the city of Baltimore, Md. 
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E. P. Stoll Leaves Remington— 
Will Manage Father’s Estate 


Edwin P. Stoll, who for the past eight 
years has been divisional manager of the 
Pacific Coast and western territory for the 
Cutlery Division, Remington Arms Co., 
Inc., New York, N. Y., has resigned his 
position with the company, effective Dec. 1. 

Mr. Stoll is now managing and operating 
the large and extensive interests of his 
father, John T. Stoll, a well-known Cali- 
fornia pioneer. He is nearing his 89th 
birthday and has relinquished the manage- 
ment of his business and properties to his 
son, Edwin P. Stoll. 

Previous to his Remington affiliation, 
Mr. Stoll was associated with J. A. 
Henckels Co., New York, N. Y., as its 
representative in the Pacific Coast terri- 
tory. 

Mr. Stoll is now making his headquar- 
ters in the Stoll Building, Fifth Street, 
Sacramento, Cal. 


North Jersey Dealers Meet in 
Newark on Nov. 12 


Members of the North Jersey Hardware 
and Supply Association brought their re- 
tail salesmen to the regular November 
meeting of the organization, which was held 
in the Downtown Club, Newark, N. J., on 
the evening of Nov. 12. Following the din- 
ner, E. F. Hopper, sales manager, Murphy 
Varnish Co., Newark, N. J., was intro- 
duced as the speaker of the evening. 

Mr. Hopper discussed up-to-date meth- 
ods of selling paint and varnish in the 
retail store. His remarks were of special 
interest to the dealers and their salesmen, 
as well as to the many jobbers’ salesmen 
who were present. 

This meeting was one of the most in- 
teresting and best attended that the North 
Jersey organization has had for many 
months. More than fifty were present. 
The next meeting will be held in the Down- 
town Club on the evening of Dec. 10. 


Phoenix Mfg. Co. Has Sold 
Poughkeepsie, N. Y., Plant 


Phoenix Mfg. Co., Joliet, Ill., announces 
the sale of its plant at Poughkeepsie, 
N. Y., to a contracting firm of that city. 

The plant consisted of eight large fac- 
tory buildings, warehouse, 18 acres of land, 
railroad siding, and almost 2000 feet front- 
age on the Hudson River with two docks. 

The company has removed its entire 
equipment to its Catasauqua, Pa., plant. 





Pratt & Lambert Employees 
Receive Thanksgiving Turkeys 


Employees of Pratt & Lambert, Inc., 
Buffalo, N. Y., were presented with turkeys 
on Wednesday, Nov. 27. 

This custom originated with the company 
over thirty years ago and has been ob- 
served by the steadily increasing family 
ever since. At each factory company offi- 
cials gave brief addresses on the observ- 
ance of Thanksgiving history of Pratt & 
Lambert, Inc., which was established in 
1849, 





| Sniffen, clerks, who have 52 years of ser- 


President A. D. Graves spoke at the 
Buffalo plant. He paid a fine tribute to 
the late William H. Andrews, one of the 
company’s past presidents. 


Wallace Delafield Simmons Died 
December 7 at St. Louis 


Wallace Delafield Simmons, former 
president of the Simmons Hardware Co., 
St. Louis, Mo., and a son of the late 


Col. E. C. Simmons, founder of that com- 





WALLACE D. SIMMONS 


pany, died Saturday, Dec. 7, of heart af- 
fection. At the time of his death Mr. 
Simmons was a member of the board of 
trustees of the Simmons Hardware Co. 
Funeral services were held Dec. 9 in the 
Church of the Redeemer, which was built 


Woodward Hardware Co. Opens 
New Cairo, IIl., Retail Store 


The Woodward Hardware Co., Inc., 
wholesale and retail distributor of hard- 
ware in Cairo, Ill., has moved its whole- 
sale department to a new location and 
opened a new retail store under the name 
of Central Hardware Co. 

The jobbing business is now located at 
1015 Ohio Street. The retail store is at 
811 Commercial Avenue. 


E. N. Howell Dead—Pioneer 
Merchant of Dixon, III. 
E. N. Howell, head of the E. N. Howell 


Hardware Co., retail distributor in Dixon, 
Ill., passed away on Nov. 19 in his home 
in that city. His death followed an op- 
eration for appendicitis. He was 68 years 
of age. 

Mr. Howell came from a pioneer hard- 
ware family in Dixon. His grandfather 
founded the hardware 80 years 
ago, and Mr. Howell was entering his 47th 
year with the business. 

At one time Mr. Howell a repre- 
sentative of the N. R. H. A. on the Trade 
Relations Committee, a joint body for the 
hardware industry which functioned some 
20 years ago. He was many times a dele- 
gate to the annual N. R. H. A. congresses 
and a faithful attendant at all the Na- 
tional gatherings. Mrs. Howell, two sons 
and two daughters survive. 


business 


Was 


H. S. Prescott, a Director 
Pratt & Lambert, Inc. 


At a meeting of the board of directors 
of Pratt & Lambert, Inc., Buffalo, N. Y., 
held recently, H. S. Prescott, resident man- 
ager of the company’s New York branch, 
was elected a director of the company. 

Mr. Prescott became affiliated with the 
company in 1906 as a salesman. In 1922 
he became district sales manager in New 
England. Three years later he was made 
sales ‘manager of the Eastern Division, 





by the late Colonel Simmons as a memorial. 


with headquarters in New York. 








Five Veterans of the Sickels-Loder Co., New York, Who Have 
Served Through a Period of Five Decades 


Wire nails were unknown when they 
started their careers with the company, and 
it was the custom of Southern hardware 
dealers to make a yearly trip to New York 
to buy goods to replenish depleted stocks. 
From left to right, the above photograph 
shows: George W. Brown and Chas. W. 


vice to their credit; Edward R. Hilton, a 
director, has served 49 years; Otto R. 
Dederer, vice-president, who recently cele- 
brated the completion of 50 years of con- 
tinuous service. John K. Eldridge, presi- 
dent of the company, at the extreme right, 
is the “youngster” of the group, with 41 





years of service to his credit. 
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Boosters Hear E. R. Masback on 
New Jobbers’ Association 


Addressing the largest November meet- 
ing ever held by The Hardware Boosters, 
E. R. Masback, president, Masback Hard- 
ware Co., Inc., New York City, told 55 
members and guests of the aims and prog- 
ress of the newly formed wholesalers or- 
ganization of which he is the president. 

He told how in less than eight months 
the Metropolitan Wholesale Hardware and 
Housefurnishings Association has a mem- 
bership of 35 firms, which includes prac- 
tically all the important wholesale factors 
in the territory. The outstanding aim 
mentioned was an endeavor to improve 
business conditions in the local market for 
the benefit of manufacturer, wholesaler and 
retailer. The speaker read recent resolu- 
tions of the jobbers’ association which ex- 
pressed what might be termed a code of 
ethics, designed primarily to help existing 
retail hardware stores. 

Following the talk, there was a very 
spirited informal discussion, prompted by 
the speaker’s invitation to ask questions. 
Chief Booster Chas. J. Heale, HARDWARE 


Ack, presided. In the absence of Treas- | 
urer Geo. W. Eadie, Harmon & Dixon, 


Junior Booster Roy C. Schmidt, Stanley 
Works, and Secretary H. R. Conner, Pike 
Mfg. Co., pinch-hit on the treasurer’s work 
in addition to their regular duties. 
Edward F. Daily, president, Brooklyn 
Hardware Association; R. J. Atkinson, 
H. A. Vogt, and Chas. J. Smith, treasurer 
of the Metropolitan Wholesale Hardware 
and Housefurnishings Association, with the 
officers and Semour N. Sears, president, 
National Council of Traveling Salesmen’s 
Associations, were at.the head table. 





Lincoln Electric Appoints Two 
District Representatives 


The Lincoln Electric Co., Coit Road and 
Kirby Avenue, Cleveland, Ohio, announces 
that R. B. Tuhey has been advanced to 
district sales representative at Indianapo- 
lis, Ind., with offices at 517 Peoples Bank 
Building. 

S. H. Taylor has become district repre- 
sentative in Los Angeles, Cal., with head- 
quarters at 812 Mateo Street. 

The Lincoln Electric Co. manufactures 
motors and welders. 





Technical Glass Co. Moves 
New York Sales Offices 


Technical Glass Co., Inc., Los Angeles, 
Cal., has moved its New York, N. Y., 
office, showroom, and warehouse from 296 
Broadway to larger quarters at 561 Broad- 
way. 

The new offices provide better facilities 
for serving customers. The telephone is 
Canal 4133. 





Frank Stockdale Addresses 
Cleveland Hardware Dealers 


An interesting talk on “The New Door 
to Profit Taking” was made at a meet- 
ing of the Cleveland Retail Hardware 
Association, Cleveland, Nov. 22, by Frank 
Stockdale of Chicago. 























Mr. Stockdale urged the importance of 
showing live merchandise on open display 
tables. He said that about 80 per cent 
of hardware merchandise could be classed 
as dead or inactive merchandise and 20 
per cent as merchandise in which there is 
a good movement if displays on open tables 
are confined to the latter. He pointed out 
that display tables are of far greater value 
in bringing business than if considerable 
of the display table space is filled up with 
merchandise of a character that is usually 
slow moving. 

F. P. Schlitt Dead—Was Founder 
Schlitt Hardware Company 


Fred P. Schlitt, head and founder of 
the Schlitt Hardware Co., Springfield, IIl., 
died at his home on Nov. 27 as the result 
of a sudden heart attack. His condition 
had not been deemed serious until a few 
hours before the end. 











F. P. SCHEITT 











Mr. Schlitt was 66 years old and was 
born in Springfield, where he attended the 
public schools. Last August he observed 
his fiftieth anniversary as a hardware man. 
At the age of 16 he went to work in the 
store conducted by O. F. Stebbins. Twelve 
years later he joined the J. L. Hudson 
Hardware Co. as one of the proprietors. 

After 23 years with the Hudson firm, 
he organized the Fred P. Schlitt Hard- 
ware Co, at 418 East Adams Street. His 
two elder sons, reared in the hardware 
business with their father, are in charge of 
the store. 

In Harpware AcE for Nov. 21 there 
appeared an article based on the unusual 
success achieved in the builders’ hardware 
department of the Schlitt Hardware Co., 
which has grown from a small beginning 
to one of the best appointed retail estab- 
lishments in central Illinois. 

Springfield papers commented editorially 
on the passing of Mr. Schlitt, as he was 
a strong factor in the progress of the com- 
munity. 

Mr. Schlitt is survived by his widow, 
three sons, Fred P., Jr., and Franklin C., 
whom he took in as members of the firm 
last spring, and Theodore J., a student at 
the University of Illinois. One brother 
and six sisters also survive. 








Large Expansion Program 
Planned by Sherwin-Williams 


The Sherwin-Williams Co., Cleveland, 
Ohio, announces the starting of work on 
a $1,500,000 expansion program, which will 
be completed next spring. 

This will include an expansion of the 
company’s linseed oil plant and the erec- 
tion of a printing and advertising unit, 
extensions to the lithophone plant at Cof- 
feyville, Kan., extensions to the lead plant 
and liquid paint plants in Chicago, and a 
warehouse in Newark, N. J. Projects not 
yet started include an iron oxide plant and 
additions to acid and varnish works in Chi- 
cago and an insecticide plant expansion at 
Bound Brook, N. J. 





Daniel E. Quish Dead 


Daniel E. Quish, for many years a hard- 
ware merchant in Dexter, Mich., passed 
away on Nov. 24 in an Ann Arbor, Mich., 
hospital. He was 72 years of age. 

Mr. Quish was born in Ann Arbor, and 
for almost fifty years was connected with 
the Dexter retail hardware firm of Quish, 
Steptoe & Arksey. He retired from this 
organization in April, 1929. 

Mr. Quish had served as a village presi- 
dent and was active in civic affairs. He 
is survived by his widow, a son and a 
niece. 





Thomas Howard Baldwin Dies 


Thomas Howard Baldwin, retired presi- 
dent of Decatur & Hopkins Co., Boston, 
Mass., died on Friday, Nov. 29, following 
an illness of several months at his home, 
542 Cambridge Street, Allston District, 
Boston. He was 81 years of age. 

Mr. Baldwin had not engaged in busi- 
ness the past twenty years. He was a 
founder of Baldwin & Robbins Co., which 
subsequently became the Decatur & Hop- 
kins Co. Mr. Baldwin also was _ vice- 
president and a director of an investment 
house and a director of the Samson Cord- 
age Works. He is*survived by one daugh- 
ter, Mrs. George Root, of Newport, Vt. 





Richards & Conover Employees 
Enjoy Thanksgiving Dinner 


About 258 members of the Rich-Con 
Good Fellowship Club, an independent 
employees’ organization within the Rich- 
ards & Conover Hardware Co., of Kansas 
City, Mo., attended a Thanksgiving dinner 
at Mrs. T. C. Tierney’s café at noon, 
Nov. 27. 

The club has a membership of 278. 
Owing to the number present, it was nec- 
essary to serve the dinner in three divi- 
sions, beginning at 11 o’clock and ending 
at 1.30. Any employee who has worked 
for the company six months or more is 
eligible for membership in the club, which 
elects its own officers every February. 

It is usually the policy of the club to 
have an annual picnic, and it is planned 
to make the Thanksgiving dinner a yearly 
affair. The present officers are: president, 
R. R. Lancaster; vice-president, Leo 
Schaub; secretary, E. H. Hamilton; treas- 
urer, R. T. Faris. 
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Two Feather-Weight Trowels 


Two new light-weight trowels have been 
offered to the trade by E. C. Atkins & Co., 
Indianapolis, Ind. The No. 15 “Feather- 





Weight” has an aluminum mounting that 
makes it extremely light, yet giving great 
strength. The blade has been designed to 
hold a true edge and to wear well. It is a 
finely tempered and well balanced trowel. 

The handle is curved to fit the natural 





working position of the hand. This trowel 
is made in sizes 10% by 4%, 11 by 434, 
11% by 434 and 12 by 5 in. The No. 16 
is same as No. 15, with the exception of 
the handle, which is slightly tapered. 





The Handy Sprinkler 


P. E. Heal & Co., Marion, Ind. has ap- 
pointed Wiebusch & Hilger, Ltd., 106-110 
Lafayette St., New York, N. Y. sole selling 
representatives for the Handy Sprinkler. 

The sprinkler is made of iron and has 
a simple brass thumbscrew for adjusting 
the spray and a wing nut for tilting to the 
desired angle. It can be used upright, 
covering a large circle, and can be regu- 
lated from a straight stream to a fine 
mistlike spray. It may be tilted to any 
angle for terrace, a long narrow strip and 
any odd corner. 

When tilted to one side or the other, the 


spray can be adjusted while the water is 
The sprinkler is enameled a 


turned on. 


grass green and comes packed in individual 
boxes, for sale at a popular price. 





An Improved Ironing Table 


By means of a special process, the Rid- 
Jid ironing tables have been made damp- 
proof and warp-proof. With this protective 
process, the ironing table is not affected by 
weather or by the exposure to the steam 

















that is produced in ironing, says the manu- 
facturer, J. R. Clark Co., Corner 2nd Ave. 
and Aldrich, Minneapolis, Minn. 

It is said that these improved tables have 
withstood rigorous tests, such as_ being 
drenched with rain and then scorched with 
the sun; being submerged in a tank of 
water for a month, etc., showing that the 
tables did not warp or spread at the joints, 
nor absorb water. 

Dirt or grease can be quickly washed off 
these tables with soap and water. 





The Useful Dura Driver 


The handle of the new Dura Driver— 
recently introduced screw driver manu- 
factured by The Vichek Tool Co., 3000 
East 87 St., Cleveland, Ohio, is fluted and 
moulded to the shank. 

This shank has pressed flanges that are 
fin-like in the handle, preventing the shank 
from turning or loosening. The handle 
has no metal ferrule and is fully insulated 





against electricity. The blade is polished, 
electric tempered and heat treated. 

The Dura Driver is made in 3, 4% and 
6 in. sizes, all products of special two years 
research, says the manufacturer. 








Tacks in Modern Packages 


A complete line of tacks, packed in %& 
and % Ib. paper boxes, one dozen to the 
carton, has been placed before the trade. 

These packages and cartons are modernly 
designed and printed in black, white and 
green. The carton, containing 12 packages, 





is so constructed, that by removing the 
cover and setting the box on it, an attractive 
counter display results. 

These “Bakatax” products are being dis- 
tributed in the eastern territory by Oldham- 
Rust Co., 38 Murray Street, New York, 
N. Y., and in the Middle West by F. M. 
Furlong, 190 North State Street, Chicago, 
Ill. Geo. Baker & Sons, Inc., Brockton, 
Mass., is the manufacturer of “Bakatax.” 


Wire Gauge Selectors 


The Brown & Sharpe Mfg. Co., Provi- 
dence, R. I., has recently announced two 
wire gauge selectors, Nos. 698A and 698B, 
designed to simplify the gauging of wire. 

These selectors cover up the slots in 
the wire gauge adjacent to the one being 
used, so that the one slot in the wire gauge 
for any particular size is made accessible 

e 
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for fast and easy gauging. These wire 
gauge selectors simplify the gauging of a 
large number of pieces of wire. The selec- 
tors are easily and quickly attached to wire 
gauges. The spring fingers of the selector 
arm snap the stud on the disk, 
holding the selector in place on the wire 
gauge. If desired, the selector is as easily 
removed. are nuts 
to become lost. 

Selector No. 698A is for use on Brown 
& Sharpe Wire Gauges Nos. 688 (5 to 36) 
and 690 (6 to 36); and Selector No. 698B 
is for use on Brown & Sharpe Wire Gauges 
Nos. 688 (0 to 36), 690 (1 to 36), 692, and 


694, 


around 


There no screws or 
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WASHINGTON NEWS LETTER 


Leaders in the Hardware Industry Participated in Recent Business 
Survey Conference at Washington—Current and Prospective Condi- 
tions Were Discussed—Dr. Julius Klein Paid Splendid Tribute to 


(Washington Bureau of HARDWARE AGE) 
Current and prospective conditions 
in the hardware manufacturing indus- 
try, based upon a survey since Nov. 25 
by the American Hardware Manufac- 
turers’ Association, consisting of some 
360 representative corporations whose 
products are distributed wholly or in 
part through hardware channels, were 
submitted to the business survey con- 
ference held at the Chamber of Com- 





J. E. STONE 


merce of the United States last Thurs- 
day and indicated a general determina- 
tion to regard prospects after the first 
of the year as approximately normal. 
It is expected that operating and sales 
policies will be based on this assump- 
tion. The survey was reported by 
President J. E. Stone of the associa- 
tion of New York to Julius Barnes, who 
presided at the conference called at the 
request of President Herbert Hoover. 

Important in the list of commodities 
covered in the survey were mechanics’ 
tools of all descriptions, hand and elec- 
trically driven; garden tools and agri- 
cultural goods; builders’ hardware; 
household equipment and cutlery; sport- 
ing and gun goods and explosives; toys; 
automobile accessories; heavy hard- 
ware, mill supplies and builders’ ma- 
terial. 

Because of the variety of products 
involved, and the further fact that dis- 
tribution of many extends into other 
distributive channels, for the purpose 
of the statement no attempt was made 
to quote actual totals or percentages, 
Mr. Stone reported. The facts pre- 
sented, however, he said, may be relied 
upon as accurately refiecting current 





Trade Press. 


By L. W. MOFFETT 


Dr. Julius Klein’s Tribute 
to Trade Press 


“A further factor contributing 
toward the success of any such 
undertaking as that which is 
now engaging the attention of 
business leaders everywhere is 
the vastly improved quality and 
increased influence of the trade 
press. It was but a short while 
ago that the resources of a very 
few large corporations per- 
mitted of any considerable col- 
lection of reliable trade and in- 
dustrial data. Today the keen 
acumen of our trade editors and 
their expert staffs has made the 
sequestration of any important 
economic facts very difficult, if 
rot impossible.” 


and prospective conditions in the indus- 
tries included in the survey. 

Of the responses received, the survey 
showed, 78 per cent indicate shipments 
and orders in hand to date with the 
corresponding period of 1928; 22 per 
cent indicated decreases in both ship- 
ments and orders in hand for the last 
six months when compared with the 
corresponding period of last year, the 
declines ranging from 8 to 15 per cent. 
The decreases were largely accounted 
for by lessened activity in the auto- 
motive and building industries. 

Discussing prospects for the first six 
months of 1930, as compared with the 
corresponding period of 1929, the re- 
port said: 

“Of the total responses received, 71 
per cent indicate confidence that con- 
ditions to July, 1930, will be not less 
satisfactory than the corresponding 
period of 1929; 29 per cent indicate 
belief in a possible recession not ex- 
ceeding 10 per cent for the period.” 

Reporting on favorable factors, the 
statement said: 

“Conservative inventories of both 
manufacturers and distributers; orders 





in hand; cancellation or reduction of 
orders for current shipment or of an- 
ticipatory specifications for seasonable 
goods, not general; likelihood of in- 
creased demand resultant from prob- 
able expansion of road, transportation, 
utility and general building activities; 
modernization of old structures and 
homes; probably largely increased de- 
mand for maintenance equipment for 
automobiles.” 





DR. JULIUS KLEIN 


Factors less favorable were treated 
as follows: 

“Overcapacity in many lines, with 
apprehension of price demoralization 
should recession be severe or of long 
duration; increased foreign competi- 
tion in some lines; uncertainty in lines 
affected directly or indirectly by tariff 
rates because of delayed enactment.” 

The report on the hardware situation 
was one of the many made to the con- 
ference. Actually the conference de- 
veloped a symposium of business, 
finance, and agriculture throughout the 
entire country, which reflected, as never 
at any previous gathering, a cross- 
section of American industry. From 
industries of the greatest to the least 
magniture came reports, based on care- 
ful analyses of present and prospective 
conditions, with no attempt to undue 
optimism. Nevertheless, the conference 
denoted an altogether cheerful tone, 
with dark spots comparatively few. 
The conviction grew that the Presi- 
dent’s plans for continued business ac- 
tivity and maintenance of employment 
and wages will be carried out success- 
fully through the sponsorship of the 
National Chamber and the coordinating 

(Continued on page 88) 
































HARDWARE AGE for DECEMBER I2, 1929 7t 





GENERAL MARKET NEWS 








Hardware Demand Shows Improvement 
Weather Is Favorable Factor 


NEW YorRK, Dec. 10.—Winter weather has served to accelerate 
the demand for seasonal hardware, with the result that trade is 


more active in character than in several weeks past. 


The demand 


for Christmas merchandise has been well sustained and current 
orders for holiday goods are about on a parity with the correspond- 


ing period of last year. 


Winter sports equipment and cold weather merchandise in gen- 
eral has shown increased activity. Some shortages have developed 


but stocks in most instances have been of adequate size to cope with 


the prevailing demand. 


In the main, general business conditions are considered as favor- 
able to the hardware industry. Retailers in many sections are ex- 
pecting an unusually good holiday trade as the early demand has 


been excellent. 


Some prices have been revised to a lower basis, but for the most 
part prices have been steady and well maintained. 

Few complaints have registered on the credit situation and the 
average of collections is reported as normally good. 





Business Failures Decline in 
Week Ended Nov. 28 


Business failures for the week ended 
Nov. 28 number 303, as compared with 
396 last week, 330 in the like week of 1928, 
405 in 1927, 426 in 1926, and 423 in 1925, 
according to Bradstreet’s. Although show- 
ing a decrease of four failures, the Middle 
Atlantic States continue to present the 
largest number of failures with a total 
this week of 104. This week the North- 
western States supplant the Far Western 
group as the lowest section with a total 
of 32, one less than the latter group. 

The insolvency report for the United 
States the same week reflects improvement, 
returns for five business days showing a 
total of 371 failures, according to R. G. 
Dun & Co. 

“That number is 46 less than the 471 
defaults for a similar period a year ago, 
with decreases occurring in the South, the 
West, and on the Pacific Coast. The in- 
solvencies for $5,000 or more of liabilities 
in each case also are lower this week, 
numbering 218, as against 356 in this week 
of 1928. An exact comparison with last 
week’s statement is not possible, owing to 
the fact that the report at tgat time cov- 
ered six business days. The daily aver- 
age this week, however, is smaller, being 
about 74, contrasting with an average of 
approximately 79 in the earlier week. 

“Numbering 41, Canadian failures this 
week compare with 54 last week and 48 
a year ago.” 





Bank Debits Have Declined from 
Preceding Week 


Debits to individual accounts, as report- 
ed to the Federal Reserve Board by banks 
in leading cities for the week ended Nov. 
27, aggregated $17,093,000,000, or 21 per 
cent below the total reported for the pre- 
ceding week and 11 per cent below the 
total reported for the corresponding week 
of last year. 

Aggregate debits for 141 centers, for 
which figures have been published weekly 
since January, 1919, amounted to $16,240,- 
000,000, as compared with $20,601,000,000 
for the preceding week and $18,247,000,000 
for the week ended Nov. 28 of last year. 


92.3 Per Cent Was Week’s Price 
Average, Says Fisher 


Prof. Irving Fisher of Yale University 
announced on Dec. 1 that wholesale com- 
modity prices, based on Dun’s quotations 
for the week ended Nov. 30, averaged 92.3 
per cent. 

The November average was 92.7 per cent. 
The purchasing power of the dollar was 
108.3 on a 1926 basis of 100 cents. The 
November average was 107.9. 

Crump’s index of English prices for the 
week on the revised 1926 level was 89.0. 
The November average was 89.3. 

The Italian index on the revised 1926 
basis for the week ended Nov. 23 was 70.8. | 





Revenue Freight Loadings Show 
Recent Decline 

Loading of revenue freight for the week 
ended on Nov. 23 totaled 950,280 cars, 
according to the car service division of the 
American Railway Association. 

This was a reduction of 78,957 cars un- 
der the same week in 1928, but an increase 
of 109,638 cars above the same week in 
1927. Due to the usual seasonal decline 
in freight traffic, the total for the week 
ended on Nov. 23 was a reduction of 33,- 
043 cars under the preceding week this 
year. 


Freight Claims Are Lower First 
6 Months 1929 


Freight claims paid by the railroads dur- 
ing the first six months in 1929 growing 
out of loss and damage to freight ship- 
ments were the lowest for any correspond- 
ing period in recent years, according to 
reports recently received for that period 
from the carriers by the freight claim 
division of the American Railway Asso- 
ciation. 

Total claims paid during the first half 
of the year were $18,510,038, compared 
with $18,834,897 for the first six months 
in 1928 and $19,820,223 for the same period 
in 1927. 

For the first six months in 1929, twelve 
of the sixteen causes for freight claims 
reflected reductions under the correspond- 
ing period in 1928. The other four causes 
showed increases. 


. 


Farm Prices Are Higher 
Than Year Ago 


At 136 per cent of the pre-war level 
on Nov. 15, the general level of farm prices 
was 4 points lower than on Oct. 15, and 
but 2 points higher than a year ago, ac- 
cording to the Bureau of Agricultural Eco- 
nomics, Department of Agriculture. The 
decline from Oct. 15 to Nov. 15 was the 
result of a general decline in the prices 
of most farm products. The principal ex- 
ceptions to this widespread downward price 
movement were the seasonal advance in the 
farm price of eggs and a slight upward 
tendency shown by hay prices. 

Changes in the indices of prices of agri- 
cultural commodities, by groups, were as 
follows: Grains, down 10 points; fruits 
and vegetables, down 9 points; cotton and 
cottonseed, down 9 points, and meat ani- 
mals, down 7 points. On the other hand, 





prices of poultry and poultry products ad- 
vanced 19 points, and dairy products were 
up 1 point. 
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YO R Weather Adds Impetus to Holiday Demand. 
NEW * Lower Prices Prevail on Shovels, Etc. 


NEW YorK, Dec. 10.—Seasonable merchandise is moving in im- | 


proved volume since the recent snow. This initial touch of winter 
weather was the needed stimulus to crystallize the latent demand 
for winter and holiday goods. Metropolitan wholesalers report that 
both mail and telephone orders during the past week have been 
heavier than in several weeks. 

Snow shovels, sidewalk scrapers, sleds, tire chains, anti-freeze, 
ice skates, door mats and many other cold weather items are espe- 
cially active at present. 

A substantial reduction on shovels, scoops and spades was the 
most important feature of recent price revisions. The reduction 
varies from 15 to 20 per cent and dealers are placing large orders, 
due to the low price incentive. A keen competitive situation be- 
tween manufacturers is said to be responsible and the opinion is 
fairly general that the reduced prices are of temporary nature. Prices 
on screw hooks, screw eyes and screw hooks and eyes in brass, bright 
steel and galvanized have been revised. Some changes are upward 
while others are downward in character; 1930 prices on Diamond 
“E” ventilators and window screens appear below. New base 
prices on nails are 10c. per keg lower. 

The credit situation is considered satisfactory. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. NEW YORK. 








ANTI-FREEZE SOLUTION. | ~ ‘gies guard, black finish, $4.15 
Eveready Prestone, % gal. cans, oo screens, black finish, $5.65 
$1.90; gal. cans, $3.60; 1% gal. cans, each; Swedish, $8.65 each, and Burnt 
$5.40 each. antique, brass, $8.65 each. 
ASH SIFTERS. GARAGE SETS. 

~ “ara galvanized ash sifters, $2.00 Garage sets, $2.40 per set; for six 
ea or more, $2.10 per set. Garage door 

9 lots of 12 or more, $22.50 per holders, $1.75 per pair; for six or 
dozen. more, $1.60 per set. 

BOLTS AND NUTS. ICE SKATES. 

Carriage bolts and lag screws, all Union ice skates, hockey outfits, 
sizes, 60 per cent off list. men’s No. 90, $5. No. 290, $6.00; 

— bolts, 75 and 10 per cent off raw No. 90L, $5.25, and No. 290L, 

st. 6.00. 

_ on bolts, all sizes, 60 per cent Racing outfits, men’s No. 95, $5.25, 
off list. and No. 925, $6.00; ladies’, No. 95L, 

Step bolts, 50 per cent off list. $5.25, and No. 29 5L, $6.00. 

Club outfits, men’s No. 212, $3.75, 
BUTTS. and ladies’, No. 213, $3.75. 
P , . Professional hoc key outfits, men’s, 

Steel butts, 3 by 3 and 3% by 3%, No. 390, $6.65. , 

18 cents per pair for less than case These prices are net per pair 
lots; in case lots, 16 cents per pair; Men’s shoes sizes in all cases are 
4 x 4, 24% cents per pair in less from 4 to 11, and ladies’ shoe sizes 
than case lots and 23 cents per pair in all cases are 3 to 9. 
in case lots. 
. JUVENILE VEHICLES. 
CHRISTMAS TREE LIGHTS. Velocipedes, No. 840, $5.95; No. 841, 

Propp sets, No. 842, 85c.; No. 830, $6.55; No. 842, $6.90, and No. 843, 
$1.16; No. 83, $1.43; No. 73, $2.15; $8.15 each; No. 850, $7.50; No. 851, 
No. 72, $2.43; No. 3020, $1.73; No. $7.80; No. 852, $8.15; No. 853, $9.70. 
3000, $1.48; No. 306, 87c.; No. 305, Sidewalk cycles, No. 900, $9.40; No. 
87c. and No. 310, $1.38. Prices are 910, $10.65 each; No. 922, $17.50, and 
each and net. No. 932, $17.50 each. 

Noma outfits, No. 3500, $3.94; No. Coaster wagons, No. 750, $1.80 
116, $4.54, and No. 1600, $3.00. Prices each; No. 2.25, and No. 761, 
are each and net. $3.25 each. carriages, No. 200, 

Christmas tree lamps No. 77, $1.60; No. 5; No. 222, $3.90, 
Mazda assortment (100 in set), $6.90; and No. 232, $6. 50. Prices are each 
No. 78, Mazda lamps, 10 in a box, in and net. : baie oat 
following colors: red, blue, green, Doll coaches, No. 262, $3.65; No. 
orange, opal, pink, yellow and purple, 266, $6.25, and No. 270, $10.95. Prices 
10 to 100, $7.10 per 100; 100 or more, are each and net. 

4 ar 100. 
aidiaplly LAMP CORD. 

FIREPLACE FIXTURES. Lamp cord, prices are per 1000 ft.; 
. ‘ . or 18 ga. 1/32 silk covered lamp cord, 

Andirons, black finish, $2.50 to $6 brushed brass, white, maroon, old 
Bo TE per —— —— nis rac gold, green and brown, 500 ft. on a 
v.49 per pair; emisnh, D.0 Oo s R ° ra. / ‘ 
$11.55 per pair; Swedish, $5.75 to $7 — a ee. a a aoe 
per pair; Burnt antique, brass, $6.25 brass, white, green "and brown 500 
to_ $12 per pair. : , ft. on_a spool, $9.50; silk covered 

Fire sets, black finish, $4.85 to $5 twisted lamp cord, white only, 250 ft. 
per set; black-brass balls, $6.75; on a spool, $13; 18 in. 1/64 cotton 
Flemish, $7.65 to $9 per set; Burnt covered lamp cord, maroon, white 
antique, brass, $7.65 to $9 per set; and dark brown, 500 ft. on a spool, 
Swedish, $7.75 per set. $8.30; 18 ga. 1/32 cotton covered lamp 

yrate baskets, black finish, $5.75 to cord, green, white, maroon, oak tan 





$6 each; Flemish, $8.65 to $10 each. and dark brown, 500 ft. on a spool, 


| $10.75; 18 ga. 1/64 cotton single con- 
ductor wire, white, brown, oak tan, 
white with market, brown with 
marker, and oak tan with marker, 
500 ft. on a spool, $4.25; 18 ga. 1/32 
cotton twisted lamp cord; green and 
yellow, 250 ft. on a spool, $12.50; 18 
ga. black cotton rein orced eord, 250 
ft. on a spool, $16.50; 18 ga. cotton 
covered heater cord, 250 ft. on a 
spool, $18.50. 


NAILS. 

Wire nails, Standard New York 
Stock extras apply to the following 
base prices in the localities indicated. 
Base price for New York City, Brook- 
lyn, Queens, Westchester and New 
Jersey is $3.35 per keg. In Nassau 
and Suffolk Counties, $3.50 per keg. 
Cut nails, less than 10 kegs, $3.90; 
over 10 kegs, $3.65 per keg. 


ROLLER SKATES. 

Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair; 
same for boys with self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.62 per pair. 

Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 
contained ball bearings, 19¢c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axles 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
65c. per 100, and toe clamps, 12c. per 
pair. 

Chieftain line, No. 400, for either 
boys or girls, self-contained ball 
bearings, $1.45 per pair ; Redskin line, 
for boys or girls, 85c. per pair. 

Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1.33; and Nos. 103 and 105, $1.38 per 
pair. 


SASH CORD. 

Sash cord, Samson Spot, No. 7, 
62c.; No. 8, 61c.; Aetna, No. 7, 29c. 
per ib. ; No. 8, 28c. of Ib. ; Phoenix, 
No. 7, 43c. per Ib.; . 8, 42c. per Ib. 


SCREWS. 

Wood screws, flat head, _ bright 
iron, 45 and 10; round head, blue, 40 
and 10; round head, iron, nickel 
plated, 25 and 10; flat head, galvan- 
ized, 17% and 10; flat head, brass, 
37% and 10; round head, brass 32% 
and 10. These discounts apply to 
new standard screw lists. Full pack- 
age lots take an extra 5 per cent. 

Machine screws, flat and round 
head, brass, 60 per cent discount. 

Iron, 60-7% per cent discount. 


SLEDS. 

"er Flyers, No. 1, $2.50; No. 
2, $3.163%4; No. 3, $4.00; No. 4, 
$4.33144; No. 5, $5.83%4; Jr. Racer, 
$3.50, and Racer, $4.33%4. 

Fire Fly, No. 9, $1.14; No. 10, 
$1.36%; No. 11, $1.71; No. 12, 
$1.9334, and Racer, $1. 98%. 

Allen sled backs, No. 1, $1.00 each. 

Perfection adjustable sled back, 
No. 10, $1.06 each. 


STOVE GOODS. 

Stove pipe, black iron, 28 gage, 12 

tg oe in a bundle, 4 in., 12c.; 4 % 
13%c.; 5 in., 15¢.; 5% in., 16%c.; H 
aun 6 in., 19c. 

Stove pipe elbows, black iron, 28 
gage, 12 in a bundle, 4 in., 15c., 4% 
in., 15%6c.; 5 in., 16c.; 5% in., 17c.; 
and 6 in., 18c. 

Pipe dampers, cast iron, wood han- 
dle, 4 in., 9%c.; 4% in., 10c.; 5 in., 
10c.; 5% in., 11¢.; 6 in., 1134c.; 7 in., 
16%c., and 8 in., 263c. 

Flue stops, tin rim, lacquered, 
diameter, 87 in., 12 in. a box, 64c. 

Stove ‘pipe rings, tin, rene. 
12 in a package, 4 in., 344c.; 4% in., 
3%c.; 5 in., 3%ec.: 5% in., 4 1/6c.: 
6 in., 47/12c.; and 7 in., 5¢. 

Stove pipe wire, plain iron wire, 
50 ft. in a box, 12 boxes in carton, 
19 gage wire, 40c. per carton, and 18 
gage wire, 45c. per carton. 
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Stove lifter, nickel plated, cold $1.80; 31 x 5.00, $10.65; tubes, 1.85; Victor jump traps, No. 0, $1.75 ; No. 
spiral loop handle, 12 in a box, 6\c. 32 x 5.00, $11.75; tubes, 1.90; 28 x 1, $2.00; No. 1%, $3.05, and No. 2, 
each net. Stove pokers, nickel plated, 5.25, $11.10; $2.00 —* 30 siete! $4.80. Prices are net per dozen. 
cold spiral handle, 12 in a box, 4% x $11.90; tubes, 2.00 x 5.25, 

18 in. €%c. each: % x 24 in, 15c. tubes, "$2.05; 20 x 5.50, $12.65; tubes, VENTILATORS. ee: 
each. Never Break Poker, 19c. each. $2.25. Diamond “E” Filter Ventilators, 

Furnace pokers, wrought iron, 3 ft., Same, 6 ply, 31x 5.25, $14.70; tubes, Cloth-Louver’ type. 1930 dealers 
66c.: 4 ft., 84c.; 5 ft., $1.00, and 6 ft., $2.05; 30 x 5.50, $16. 05: tubes, $2.35; prices. No. 6, $8 per dozen; No. 7, 
$1.16. 30 x 6.00, $16.15; het ee et $10 per dozen; No. 8, $12 per dozen. 

Flue scrapers, black iron, 30 in. 6.00, $16. 65; tubes, $2.30 2x 
long, 12 in : bundle, 4c. each. $16.96: tubes, $2.40; 33 x 6.00, $17.55; WEATHERSTRIP. 

Flue shovels, japanned, round han- tubes, $2.55. Weatherstrip, Home Comfort, ma- 
dle, 3 in a bundle, 8 in. handle, 5c. ; Tire display racks, $10.00 each. roon or white, $30 per thousand feet; 
12 in, handle, 6c.; 15.in. handle, 9c. ; Prices in all instances are each. competitive grade, maroon, $16.50 per 
Galvanized, one piece steels, round thousand feet, and white, $18 per 
handle, 3 in a bundle, 12 in. handle, TOYS thousand feet. 
7e.; 14% in. handle, 11c.; extra heavy, oa Ds , . ot Felt weatherstrip, 60 cents per 
japanned, scoop, 6 x 9 in., round Child’s garden sets with 18 hi carton. Wood weatherstrip, No. 25, 
handle, capped end, 25% in. overall, handles. Net, No. 1, 10c. each; No. 6, 80 cents per carton, and No. 75 
3 in a bundle, 11%c.; Never Break, 17c. each, and No. 9, 30c. each. € $2.00 per carton . 

6 in a bundle, 38c. Arcade toy lawn mower, No. 564, 

Stove boards, 30 x 36 in., $1.43; 30 55c. each; in lots of 12 or more, 50c. WINDOW SCREENS. 

x 42 in., $1.77; 18 x 18 in., 60c.; 24 x each. No. 565, 85c. each; in lots of Diamond “E” all metal fly screens, 
24 in., 73c.; 26 x 26 in., 80c.; 28 x 28 12 or more, 75c. each, — Li dealer prices for 1930 season. 

in., 90c.; 30 x 30 in., $1.05; 32 x 32 Bissel’s toy carpet sweepers, Lit- Ho, 1. galvanined, 96 ver. dosen: 

in., $1.25, and 35 x 35 in., $1.55. tle Helper, 16%4c. each; Little Gem, No. 3, $8 per dozen; No. 4, $9.20 per 

31%4¢. each ; Little Jewel, 8314c. each ; dozen; No. 6, $10 per dozen; No. 7, 

TIRES AND TUBES. and Bissel Junior, 1.33 4c. each. $12 per dozen; No. 8, $12 per gg 

‘. field t ly, ll t i No. 11, bronze, $10 per dozen; No. 
29 ~— 4.40. sree; tee. — 50" A gee TRAPS, GAME. 13, bronze, $12 per dozen; No. 14, 
4. 50. $8 25; tubes, $1.60; 29 x 4.75, Victor game traps, No. 0, $1.20; $13.20 per dozen; No. 16, $14 per 
$9.55 ; tubes, $1.70; 29 x 5.00, $9.90; No. 1, $1.50; No. 1%, $2.70, and No. dozen; No. 17, $16 per dozen; No. 18, 
tubes, $1.75; 30 x 5.00, $10.20; tubes, 2, $3.70. Prices are net per dozen. $16 per dozen. 

Holiday Business Is in Full Swing— 
os 4 : 3 
¢ Business in General Is Satisfactory 
(Minneapolis office of HARDWARE AGE) NAILS. 
MINNEAPOLIS, MINN., Dec. 10.—Christmas and the end of the PO aggen ll bine 7 yor —— 
year is just around the corner, and business trends are toward the keg base. 


usual close of the year program. Seasonal stocks are on display in | REGISTERS. 


all of the stores, and holiday business is in full swing. Ringe Milo ny. ~~ ng + aaa 
It seems rather difficult to obtain any accurate gage on the present | pyrEX OVENWARE. 

amount of business for the holidays, but stores of all kinds seem No. 623,casseroles, $1.00; No. 643 

° ° 2 casseroles, $1.17; No. 634 casseroles, 

well filled, and there is a steady amount of buying. In some lines $1.31; No. 212 bread pans, 60c.; No. 


200 pie plates, 67c.; No. 209 pie plates, 


trade is well up to that of a year ago, and in others there seems 60c.; No. 231 utility dishes, 67c.; No. 


dissatisfaction with present business. The hardware business -in ae a ae Geer ae Se 
general seems to average up well with previous year. Sports goods each net. 


and other winter hardware are moving well now. Skates are sell- | SANDPAPER. ; 
Best grade sandpaper, No. 1, 98ce. 


ing rapidly, with stocks filled for the holiday trade. per box of 75 sheets; second grade, 
Prices are fairly well set for the rest of the year, and further | \Vot'No i, S15.62 por ream net 
changes probably will not be made until inventories in wholesale | SASH CORD AND WEIGHTS. 
houses is out of: the way. Sash cord, best grade, 65c. Ib. base; 
second grade, 38c. lb.; third grade, 
PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO | = 2%; Ib. base, net. and east iron sash 
RETAILERS, F.O.B. TWIN CITIES. SCREWS. 
AXLES. | 17-in., $4.70; 18-in., $5.10; funnel, Wood screws, flat head bright, 50 
Single bit, base weight, unhan- } 17-in., $5.80; 18-in., $6.30 doz., net. per cent; flat head japanned, 35 per 


dled axes, $15 to $16.50; double bit, | EAVES TROUGH, CONDUCTOR PIPE cent; round he: “—" blued, 40 per cent; 


$20.00 to $21.50; single bit, handled, flat head brass, 37% per cent; round 











=: double bit, handled, $24.25 | AND ELBOWS. head brass, 321%. ‘por cent from lists. 
doz. net. | Eaves trough, 5-in., slip joint, sin- 4 ~ ‘ 
| zle head, galvanized, in crates, $5.25; SKATES. ? 
BOLTS. 6-in., $6.40; conductor pipe, 3-in., in Ice skates, Nestor Johnson North 
Carriage and machine bolts, 60 per | crates, not nested, $4.90; 4-in., $6.85 Star, aluminum, $6.75; nickel plated, 
cent; stove bolts, 75 per cent, and | per hundred feet, conductor elbows, $5.75; a nion, No. ! 590 and 590L, $5.25 
po —" 60 per cent from stand- 3-in., $1.73; 4-in., $2.88 doz., net. No. 595 and 595L, $5.25; No. 550, $6. 00 
ard lists. . | pair, net. 
FIELD FENCE. | No. 5 U nion_ roller skates, $1.45; 
BALE TIES. i " Field fence, 9 ga., top and bottom, No. 6, $1. 6: 55 No. | 4, $1.45; No. 130, 
Single loop, 9144 x 14, $1.51; 9% x 15, 11 ga., intermediate, 26 in. high, | $1.80; No. 130L, $2.00. rise $1.90: 
$1.36; 94% x 14, $1.53 per bundle. $36.69 per 100 rods net, with other Gite Ne wi. a. A WI1B, $1.30; 
heights i r tion. aris, NO. ty 
BRADS. “a a ee Chieftain, $1.45 per pair, net. 
Wire brads, in 25-lb box, at 75 per . . IQ 
cent from lists. oo be arent 4 ae 50 per cent, and wee age cheney + bled , a 
jobbers’ brands, 60-10 per cent from Snow shovels, stee ylade, straigh 
BUILDING PAPER. list. ’ handle, eg D ig ey 65; gal- 
Red rosin sized building paper, vanized steel blade, D handle, 15% x 
$2.60, and tarred felt, $2.80 cat, ant GALVANIZED WARE. 17-in., $10.00; same, 16 x 21-in. , $10. 65 
. Standard galvanized pails, 10-qt., doz., net. 
CHAIN. $2.70; 12-qt., $2.85; 14-qt., $4.70; stock SOLDER 
Log chain, coppered, % x 14, $17.75; pails, 16-qt. $4.70; 18-qt., $5.50; ie z: 
5/6 x 14, $16 -75; % x 14, $15.00, log standard tubs, 4 B anaes No. 2, | ; Warranted half and half solder 
chain, self colored, % x 14, $16.25; $8.00; No. 3, $9.35 avy, No. 28% c. lb., and strictly half and half 
5/16 x 14, $15.25; % x 14, $13. 00; roc: er No. 2, $14.40; Ne. °3. $15.60 on solder, 29%c. lb., in 100-lb. boxes, net. 
coil chain, % in., $14.00; % in., $11.25; net. _ 
¥% in., $10.50; % in., $10.25 cwt., net. GLASS AND PUTTY STEEL SHEETS. 
“a . Galvanized steel shets, 24-ga. 
COAL HODS. Single and double strength A grade (base), $5.00; black steel sheets, 24- 
Coal hods, japanned, open, 17-in., glass Minnesota prices, 83 per cent ga. (base), $4.15; Armco galvanized 
$3.25; 18-in., $3.85; funnel, 17-in., from lists; strictly pure putty, in 50- steel sheets, 24-ga. (base), $6.45 cwt., 
$4.30; 18-in., $4.90; galvanized, open, Ib. steel drums, $5.35 cwt., net. net. 
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CHICAG 


Winter Goods Are Moving Briskly— 


od 
Sd 


(Chicago office of HARDWARE AGE) 


CHICAGO, Dec. 10.—Skates, skis, sleds, snow-shovels, ice-scrapers, 
coal hods and furnace scoops—all the hardware items classifying as 
winter goods—are rushing out to dealers in every direction at a rate 


little short of fast-and-furious. 


As the thermometer went down 


trade went up. With zero weather starting off late in November, 
hardware merchants in this territory have been sharply reminded 


that Christmas and New Year’s 
Hence the rush for gift goods. 


are but a few days in the offing. 
Toys are extremely active. More 


dealers than ever have prepared in advance for the holiday trade; 
nevertheless many others, under the spur of cold weather, are now 
ordering nervously in the hope that their shipments for Christmas 
will not be too late. Wholesale toy stocks are pretty well broken, 
although at this market they are still declared adequate. The cold 
snap, apparently, has cleaned up the retail carry-over of skates, 
sleds and similar goods and dealers are rapidly filling in with re- 
serve stocks. From the wholesale point of view November and 
December have already developed as the best toy season in local 
wholesale history. It is plain that the hardware retail trade has de- 
termined to get a larger share of the holiday business than ever. 
Wire cloth prices are low. They appear to be influencing a fair 


amount of future ordering. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. CHICAGO. 


AUTOMOBILE ACCESSORIES. 


Spark Plugs.—Splitdorf for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue- 
Box line, 53c. each; A. C. 53c. each; 
lots of 100, 50c. <A. C. Special Ford, 
36c. each. 

Spot Lights.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Nonskid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each 

Pumps.—Rose 1% in., cylinder, 
$1.85 each 

Tires and Tubes.—Mansfield tires, 
30 x 3%, Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6.50: Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50; Mansfield double 
service, 29 x 4.50, $13.25; 32 x 6.50, 
$27.60. Tubes, 30 x 3%, Mansfield, 
$1.30 each; 29 x 4.40, Mansfield, $1.50 
each; 30 x 3%, Liberty, $1.05 each; 
20 x 4.40, Liberty, $1.29 each; 32 x 
6.50, $2.70 each. 

Less 10 per cent on casings and 
12% per cent on tubes. 

Anti-Freeze Solutions. — Prestone, 
$3.80 per gal., in less than full case 
lots; in full case lots, $3.60 per gal. 


BELTING. 


Leather belting, standard 50 per 
cent discount; leather belting, agri- 
cultural, 50-10 per cent discount: 
rubber belting, 70 per cent discount; 
canvas belting, 70 per cent discount. 


BICYCLES. 
Double Bar Motor-Bike Model, 
$26.26; ladies’ model, $25.90; girls’ 
and boys’ juvenile model, $22.60. 


BOLTS AND NUTS. 


Large carriage bolts, cut thread, 
60 per cent discount; small carriage 
bolts, cut thread, 60 per cent dis- 
count; small carriage bolts, rolled 
thread, 60-10 per cent discount; 
large machine bolts, cut thread, 60 
per cent discount; small machine 
bolts, cut thread, 60 per cent dis- 
count: small machine holts, rolled 
thread, 60-10 per cent discount: all 
stove bolts, 75-10 per cent discount: 
lag screws, 60 per cent discount. All 
discounts are from ‘‘full case’’ lists. 





BUILDERS’ HARDWARE. 


3% x 3% steel butts, old copper or 
dull brass finish, $2.16 per doz. pair 
in case lots; less than case lots, $2.34 
per doz. pair; 4 x 4 steel butts, old 
copper or dull brass finish, $3.00 per 
doz. pair in case lots; less than case 
lots, $3.12 per doz. pair. Heavy steel, 
bevel, inside sets, $6.00 per doz. sets 
in case lots. Steel, bit-keyed front 
door sets, $1.55 per set. Wrought 
brass, bit-keyed front door sets, $2.60 
per set. Cylinder front door sets, 
$6.00 per set. 


CHAIN. 


%-in. proof coil chain, $11.00 cwt., 
base; trade-marked coil chains, 40-10 
per cent list. . 


COAL HODS. 


Galvanized, 16 in., open $4 doz.; 
17 in., $4.30 doz.; 18 in., $4.70 doz.; 
Japanned, open, 16 in., $2.95 doz.; 
17 in., $3.25 doz.; 18 in., $3.65 doz.; 
Galvanized, funnel, 17 in., $5.35 doz.; 
8 in., $5.80 doz.; Japanned, funnel, 
17 in., $4.10 doz. 


COPPER RIVETS AND BURRS. 


Copper rivets and burrs, 30-10 per 
cent off list. 


ELECTRICAL GOODS AND RADIO 
EQUIPMENT. 


Electrical Merchandise.—No. 14 
rubber covered wire, $6.50 per 1000 
ft.;: in less than 1000 ft. lots, $6.75; 
No. 18 lamp cords, $11.25 per 1000 ft.; 
in 1000 ft. lots, $10.50; ™%-in. brush 
brass key sockets, 13c. each; lots of 
25, 12%c. each; two-way (Hemco) 
p'ugs, 30c. each; in lots of 10, 20c. 
each; two-piece attachment plugs, 5c. 
each; dry cells, boxes of 55, 32'%c. 
each; less than case lots, 36c. each. 

Electrical Appliances. — Irons, Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; in lots of six, $4.75; 
Percolator, Universal 9169, $16.65. 

Radio Supplies. —Radio B batteries, 
D779 E, $1.40 each; in case lots of 5, 
30; No. 770, $3 each; packages of 

= 80; No. Wide 06 each; packages 

, $1.92; No. 486, $3.20 each; pack- 
pe of 5 $2 a: ‘F 485. Layerbilt 
battery, less than standard packages, 


FOOTBALL 





Wire Cloth Is Active on Future Orders 


$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Tubes.—UX-201-A, 75c.; UX- 
199, $1.20; WxX-227, $1.50; UG-1714, 
$1.35; UX-250, $6.60 each; UX-245, 
$2.10 each; UX-224, $2.40 each. 


SUPPLIES. 

Goldsmith official seamless water- 
proof footballs, $9.35 each; Confer- 
ence footballs, $8.00 each; Scholastic 
footballs, $5.35 each; Amateur foot- 
balls, $1.70 each; boys’ footballs, 
genuine cowhide, $7.75 per doz.; Spe- 
cial basketballs, $14.95 per doz.; 
Goldsmith official basketballs, lace- 
less with rubber valve, $14.00 each. 


FURNACE SCOOPS. 


D-handle, competitive grade, $5.50 
per doz.; good grade, hollow-back, 
$9.00 to $10.00 per doz. 


HAMMERS AND HATCHETS. 


Hammers.—First quality, 10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first ‘quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 

Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50. 


HANDLES, HICKORY. 


No. 1 hickory ax handles, $4.00: per 
doz.; No. 2, $3.00 per doz.; finest 
selection second-growth white hickory 
handles, $6.50 per doz.; special white 
second-growth hickory, $5.00 per doz.; 
No. 1 hatchet and hammer handles, 
90c. per doz.; second-growth hickory 
hatchet and hammer handles, $1.75 
per doz. 


HUNTERS’ SUPPLIES. 


Waterproof coats, $58.65 per doz.; 
waterproof pants, $40.00 per doz.; hip- 
rubber boots, $5.00 per pair; mackin- 
tosh wading pants, $16.00 per pair. 


ICE SKATES. 


Union hardware skates, No. 1624, 
7éc. per pair; No. 524%, $1.15 per 
pair; No. 624, $1.00 per pair. Chil- 
dren’s extension bob skates, 35c. per 
pair; Nestor Johnson Flyer skates, 
$5.25 per pair. 


NAILS, WIRE AND STAPLES. 


L.c.l. quantities, common wire and 
cement coated nails, $2.95 base, car- 
loads, on application; steel cut nails, 
$4 base. 

No. 9 black annealed wire, $3.30 
per cwt.; No. 9 galvanized, plain 
wire, $8. 15 per cwt.; catchweight 
spools, galvanized cattle or hog wire, 
$3.85 per cwt.; polished fence staples, 
$3.65 per cwt. 


PAINTS AND OILS. 


Linseed Oil, Raw.—Barrel lots, 
$1.34 per gal.; 5 barrel lots, $1.31 
per gal. 

Linseed Oil, Boiled.—Barrel lots, 
$1.87 per gal.; 5 barrel lots, $1.34 
per gal. 

Denatured Alcohol. — Barrel lots, 
63c. per gal.; steel drums, extra, 
$10; returnable. 

Turpentine.—Drum lots, 69c. per 

gal., net. 
White lead.—100 Ib. kegs, $14.25 
per cwt.; 50 Ib. kegs, $14.50 per 
cwt.; 25 "Ib. kegs, $14.50 per cwt.; 
12% lb. kegs, $14.75 per cwt. 

Shellac (4 lb. cuts).—White, $2.48 
per gal. in barrel lots; orange, $2.08 
per gal. in barrel lots; second grade 
ar $2.17; second grade orange, 
1.8 


oatish Venetian Red.—In barrels, 
5%c. per Ib.; in 100-lb. lots, 6c. 
per Ib. 
aed Paste.—Barrel lots, 7%4c. per 








AND BASKETBALL 
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POULTRY NETTING. Nos. 4 and 5, $1.35 per pair; No. 6, TOYS. 


$1.45 per pair. 


Galvanized before, 634 er cent off = ; ’ = ‘ 

lst; galvanised after, 60 per cent om. Chicago line, No, 101, $1.30 per iecizie Srotem, from $4.18 Se 290.09 

pair; Nos. 103 and 105, $1.40 per ; ad — sige | ae Fangs per 

PYREX WARE. pair; No. 181, $2.65 per pair; Nos. doz.; Erector sets, No. 1, 67c. each, 

Round cassercies, 1 at. $12 i 183 and 185, $2.75 per pair. Win- No. 2, $3.33 each; Spirit of Saint 

bin? Tk a. ek Oe Wen t ae B16 chester line, No. 3831 (boys'),, $1.35 Loula construction sets, $8.00 ber 

a * 3 “ air; No. 3832 irls’), $1.45 doz.; Lincoln Logs, 65c. per set; 
casseroles, same ae a a double sets, $1.35 each. 


per doz.; Oval 
prices as round; 8-in. pie plates, $6 


pair. 











per doz.; 9-in. pie plates, $7.20 per 
dos. ; small utility fishes, ht per STEEL SHEETS, FLAT OR COR-| WRENCHES. 
doz.; large utility dishes, 4 per 
doz. RUGATED. Agricultural wrenches, 60-10-5 per 
24-gage, galvanized sheets, $4.90 cent off list; engineers’ wrenches, 50- 
ROLLER SKATES. per 100 Ib.; 24-gage black sheets, 10-5 per cent — off; knife-handled 
Union line, No. 3, 76c. per pair; $4.05 per 100 Ib. ; wrenches, 40-10-5 per cent off. 





Collections Have Improved Over— 
Business in General Is Normal 


KANSAS CITY: 


KANSAS City, Dec. 10.—Activity in the staple and seasonable | 
lines of hardware is about normal or a little better than at the same 
period last year, but certain merchandise which might be classed 


bands, 3-16 and lighter, $4.21 per 
ewt.; steel hoops, $4.66 per cwt.; re- 
inforcing bars, $3.40 per cwt.; cold 
rolled round shafting, $4.16 per cwt.; 
cold rolled square bars, $4.66 per cwt. 


as luxuries, is not enjoying as brisk a movement as it might under | mops. 
i j ‘ Betty Bright  self-wring mop, 
different circumstances. No. 16, $8.00 per doz.; Betty Bright 


mop cloth, No. 20, $4.00 per doz. 


. 
NAILS. 
Common wire nails, $3.25 per keg, 
base (see new extras). 


OILS. 

Raw linseed oil in steel-drum lots, 
$1.26% to $1.27 per gal.; boiled lin- 
seed oil in steel-drum lots, $1.29% 
and $1.30 per gal. Turpentine, pure 
gum spirits, in steel drum lots, 64c. 
to 68c. per gal. 


ROLLER SKATES. 
Union Hardware roller skates, No. 
6L, $1.75; No. 5M, $1.65; No. 130L 
$2.11; No. 130M, $1.98. 


SASH WEIGHTS. 


According to opinions expressed the hardware consumer finds 
that he does not have quite as much surplus money to spend for these 
articles which he ordinarily might buy freely at this time of the 
year Consequently, there is a tendency on his part to go in more 
for necessities. This is evidenced by the nature of the Christmas 
hardware that is going out. 

However, business in general is holding up well. Even if the 
public is a little careful how it spends its surplus dollars for Christ- 
mas frills it is trying to make up for it in a steady movement of all 
substantial gift items. In this connection, say the wholesalers, 
December will show as good or even better sales than last year. 
Recent cold snaps have pushed general winter merchandise along 


at a healthy pace and it is now taking care of itself in good shape. In one-ton lots or more, $1.70 per 

Nails have advanced 10c. per keg. ee ee ee eee ee 
Collections, recently, have been a little better than for the same |... 

period last year and there has been an increase in the volume of a sg sei: <eanalias mad 

business. According to the records of some of the jobbers Novem- an date ant cede ae ee 

ber was not quite as good a collection month as October. This was ne See ee 


32%-15 per cent off list. 


SHEETS. 

Galvanized sheets, 24 ga., per cwt., 
$5.00 base; one-pass, cold-rolled, 27 
ga., $4.30 per cwt.; blue annealed, per 
ewt., $3.80. 


STORAGE BATTERIES. 
Automobile, 6 volt, 11 plate, heavy 
standard terminal, $8.85 each; 6 volt, 
13 plate, $10.45 each; 12 volt, 7 plate, 


due to the fact that in some sections the weather prevented corn 
harvesters from getting into their fields. Cotton picking, too, was 
held up in Oklahoma for the same reason which tended to retard 
payment of past due accounts. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. KANSAS CITY. 


$12.55: 6 volt, 11 plate, thin, stand- 
ARMS AND AMMUNITION. pair; heavy steel bevel inside sets, ard terminal, $7.25; 6 vo!lt, 13 plate, 
case lots, $5.00 per doz.; steel bit- thin, for Ford and Chevrolet, $7.95. 


Cartridges, 22 short, $2.42 per thou- 





sand; 22 long, $3.32 per thousand; 22 
long rifle, $3.86 per thousand. Am- 
munition, 32 short, $11.25 per thou- 
sand; 32 long, $12.23 per thousand. 
Shot shells, 12 ga., 6c, $25.14 per 
thousand; 16 ga., 6c, $24.61 per thou- 
sand; 20 ga., 6c, $23.57 per thousand. 
.22. repeating rifle, $17.05; .22 auto- 
matic, $24.00; hammerless repeating 
shotgun, 12, 16 and 20 gage, $39.40. 


AUTO ACCESSORIES. 

Auto heaters, 33% per cent off list. 
Weed anti-skid chains, 35 per cent 
off list. Balloon chains, 35 per cent 
off list. Prestone antifreeze, $3.60 
per gal. 


BUILDERS’ HARDWARE. 

Case lots of 2% x 2% steel butts, 
old copper and dull brass finish, 
$16.75 a hundred pair; 3% x 3%, $17 
a hundred pair; 4 x 4, $22 a hundred 





| 


keyed front door sets, $17.00 per doz. 
set; wrought bronze metal, $2.90 per 
set; cylinder front door sets, wrought 
bronze metal, $6.00 per set. 


CARRIAGE AND MACHINE BOLTS. 


Small carriage, rolled thread, 50- 
10-10-5 off list; small carriage cut 
thread, 50-10-5 off list; large carriage 
cut thread, 50-10-5 off list; small 
machine rolled thread, 50-10-10-5 off 
list; small machine cut, 50-10-5 off 
from list as of April 1, 1927. 


COAL HODS. 

17-inch japanned hod, 
doz.; 17-inch galvanized 
per doz. 

MILD STEEL BARS. 
Bars, shapes and small angles, 
3.56 per ewt. base; structural sizes 

and shapes, $3.66 per cwt.; mild steel 


$3.60 per 
hod, $4.72 











STOVE PIPE. 

Black stove pipe, crated, 3 in., $9.00 
to $9.50 per hundred joints; 4 in., $9.50 
to $10.00; 6 in., $11.00 to $11.50. 
Adjustable elbows, 3 in., $1.60 per 
doz.; 4 in., $1.70; 6 in., $1.90 to $2.00. 


TIRES. 

Mansfield automobile, 
standard waranty, 30 x 3%, 
heavy duty cord, s.s., cl., 

5; 32 x 4, $10.06: 33 3 


covered by 
oversize, 


4, $9.4 4, 3 
32 x 414, $13.61; 33 x 41%, $14.18; 3% 
5, $21.15; Balloon, 29 x 4.40, 

$6.48; 30 x 4.50, $7.22; 30 x 5.25 

31 x 5.25, $12.25; 31 x 6.00, $16.55; 33 


) 
¢ 2 1 
x 6.00, $17.55. Trucks, 32 x 4%, 





$15.79: 33 x 4%, $16.34; 30 x 5 12; 
32 x 6, $25.32; 36 x 6, 10 ply, $36.70; 
34 x 7, $47.37; 40 x 8, 12 ply, $72.14. 
(All foregoing prices subject to 10 


per cent trade discount.) 








; 
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Toys and Holiday Goods Are Quite Active. 


BOSTO * Some Shortages Have Recently Developed 


(Boston office of HARDWARE AGE) 


BOSTON, Dec. 10.—The hardware situation underwent a decided 
change the past week. It is quite evident that the public and the 
retail dealers have decided to forget the stock market, because buy- 
ing of toys and other holiday goods is on a liberal scale today, where- 
as a week back it was lukewarm at best. Fairly heavy snows to- 
gether with low temperatures also have created a big demand for 
snow shovels, sidewalk cleaners, ice creepers, tire chains and anti- 
freeze compounds and liquids. Just as shelf hardware jobbers an- 
ticipated, the retailer wants a lot of stuff and he wants it immedi- 
ately. Some scores of dealers, fearing to rely on jobbers for prompt 


switch, No. 550, in lots of less than 
100, 25c., in lots of 100, 22c.; No. 535, 
in lots of less than 100, 12%c., in 
lots of 100, 11%c. Cord set with plug, 
No. 545, in lots of less than 100, 48c., 
in lots of 100, 45c. Switch cord set 
with plug, 6 in., No. 560, in lots of 
less than 100, 60c., in lots of 100, 
56c. Assortment No. 516, including 5 
No. 500; 5 No 510; _5 — 540; 10 No. 
530; 10 No. 535; 5 oO. 505: 5 No. 
560 and display board, N%i0 the assort- 
ment, net. 


FISH TRAPS. 


Fish Traps.—Complete, with reel, 
line and hook, $2 per doz. net; in- 
complete, 65c. 


deliveries are driving into Boston daily in pleasure cars and in auto | FRAMES 


trucks and taking goods wanted back to the store personally. Dur- 
ing the past few days it has been necessary for jobbers to remain 
open long after the usual closing hour to accommodate retailers. 
There is every indication the current activity will not be tem- 
porary because retailers admit they are short of most kinds of mer- 
chandise the public is demanding. Despite the general impression 





Frame.—Casserole, No. 1804, $20 
per doz. net; No. 106, $20; nickel, 
No. 849, $1 each net; No. 850, $1.25; 
No. 84914, $1.50; No. 850%, $1 4: No. 
851, $1; No. 832, $2.25; No. 833, $2.60; 
No. 834, .60. 

Frames. — Miscellaneous, nickel 
serving tray, No. 3338, $8 per doz. 
net; meat or fish platter, No. 891, 
$3 each net. 


that retailers carried over large stocks of sleds last season, sales the | | HE ATERS. 


past week by jobbers were of sizable proportions. Collections are 
a little better, but not as good as they might be, according to re- 
tailer and jobber alike. Of importance is the announcement of a cut 
of approximately 15 to 20 per cent in best quality steel shovels and 
scoops, which brings their cost down to the lowest level established 
in something like fifteen years. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. BOSTON. | 


Heaters.—Oil No. 510, $6.25 each 
list; No. 525, $7.25; No. 1530, $9.25. 
Discount 30 per cent. 

Heaters. — Electric, Universal, No. 
E9927, $3.35 each net; No. E9954, 
$5.35; "No. E9937, $5. Rome, $6.67. 


| PADLOCKS 


Padlocks.—Yale & Towne Mfg. Co. 
line, No. 228, 35c. each net; No. 

22316c. 43c.; No. 225, 42c.; No. 235, 
35¢. ; No. 324, 45c.; No. 326, 55c.; No. 
563, 68c.; No. 803F, $1.12; No. Cry 
$1.33; No. 822, $1. 43; No. 833, $1. : 
No. 843, $1.81; No. 853, $2.02; No 


ee ACCESSORIES. | onus wide web, 80 in., $2.50; 84 in., 863, $2.36: No. 833%, $1.81; No 

Rg ee ng Fees “35 60 Blankets.—Street, Planet, 80 x 84 | oer $1.99; N em $2.18; one: 
each, list: 31 x 4, $9.40; 32 x 4 $0. Pee ee ee Sx oe ee ie tk ee ee Mee eet 
10.10. isc EY Aasateteh dt ag = , 2.75; nger, 84 x 90 in., $3; Rain- | wre net, eaeee : : 
= Discount 12% and 10 per bow, 84 x 90 in., $3.50; Summit, 84 poe age No. 683, od 7“. as. 
Tires.—Mansfield li t — x 90 in., $4.90; Perry, 84 x 90 in., Russel & en eg 60 ee ’ 
cord, clincher, 30 "3% ee. anf $5. For lining and leathering, $2.50 $12 per doz. net; No. , < 
list: straight, side 30 x bie, $9. e531 per blanket should be added to the . 

4, $12: 4, $12.8 80: 33 x 4 cost. POCKET KNIVES. 

; Pocket Knives.—Assortments, No. 


x 
$13.45;° 38 x 4%, “$1430: 33 x “4ig" 
$18; 34 x 4%, $18. 63 33x 5, Nes dh CARVERS. 


400M, 12 pieces, 8 with stag handles 
and 4 with celluloid handles (black) 


Discount 12% and 10 per cent. Carvers, Beef.—Three-piece, stain- 

Tires.—Mansfield line, truck, 8-ply less steel, stag handles, No. 02410, $4 per assortment; No. 393, each of 
cord, 32 x 41%, $23.70 each, list; 33 x 8 in., $3.50 a set, net; No. 01430, $5.50; 4 patterned handles, $7.50. 
$4' eho 30 x 5, $28.40; 34 x 5, ze 043.00, $4; No. 04310, $6; No. 0710, 

7 > x 5, $34.50; 10-ply, 32 x 6, 50; No 020, 8 in., $3: Np. V = ole) 

$47.15; 36 x 6, $51.80; 38 x 7, $72.60. $5. With pyrohor n a al N ge D R ACCESSORIES. 2 
12- -ply, 36 x 8, $94.85; 40 x 8, $101.89. 75130, $5: No. V5250, $7; No 75410, , inges.—Arcade sets, new prices 
Discount 30 per cent. $8. Three-piece, in display case, No. ar 1930, which are same 

Tires.—Mansfield line, balloon, 4.40- 063, $2.60 a set, net; No. 024, 8 in., ee % 

$2. 85; No. 011 4. Two-piece sets, 


19, $7.80 each, list; '4.50-20 $8.85; 


. ; Carvers, Game. _Two- piece, stag 
$16 35: a No. 011%, $4.75 a pair, net; 


36, $4. 
'5.25-20, ebony handles, No. 3943, $1.10 a pair. SHOVELS. 


Shovels.—Snow, Rugg Line, steel, 
long plain handle, round, $4.50 per 


6-ply, 4.40-21, $11.50; '5.25-21, 35; é , : 

5.50-20, $17.85; 6.50-19, $22.30; 7.30- No. 025, $2.35; No. 02411, $2; No. doz.; square, $5; split wood D handle, 
20, $34.50. Discount 13% and 10 per O4ti1 44, $3.85. Stainless steel, stag No. 78%, $5; iron D handle, No. 79, 

cent. handles, No. 04300, $2.75 a gett, pet: $5. Boss line, long handle, $4.75; iron 
Tires. — Mansfield ilne, balloon No. 04310, $4.25; No. 01410, $5.50. D handle, $6; split wood D handle 

double service, 4.50-21, $17.45 each, veo sean — ‘eeak ee. a | $6.75. ete 5 

list, 5.25-21, $25.45; : 6.50-18, $33.75: 5250 $4.75. No. V5130, $3.75; No. Shovels and scoops.—Steel, Ames 
2 £ rn: FO. Pa oso, fo. ~ : : 

sion pace gg a ieee pear vers., Bird. Stainless steel, two- dom Discount ST per, cent, con- 

» Ss, NO. > 2495 : j I 

Pa ty ere ee No, $4310, $3.25. Ivory handles, No. Gompetitive brands, same list prices 

4, $5.75: 33 x 4%, $6.25: 33 x 4%, 7430, $2.50. as heretofore. Discount 40 and 10 

$6.50; 34 x 4%, $6.75; 33 x 5, $7.50; per cent, contrasted with 25 and 10 
“4 xf wre «s : P10 rears 7 rr ae “No. 1CR, $1.50 a pabeupebcmnccim 

x 4.40, $4.50; x 4.40, $5; x -— No. 1CR, $1.50 ¢ 

4.40, $5.50; 28'x 4.75, $5.25; 29 x 4.75, doz. net; No. 3MB, $3.25; No. 48, 

$5.50; 30 x 4.75, $6; 29 x 4.95, $5.50; $3.75; Metior, $4; all wire, $3 and SIDEWALK CLEANERS. . 

30 x 4.95, $6; 31 x 4.95, $6.25; 32 x $3.35: Wellesley, $3.68 and $7. Elec- Sidewalk Cleaners. — Wallingford, 

4.95, $6.25; 33 x 4.95, $6.50; 34 x tric, 'Universai, No. 933, $3.35 each ra ae a ae aos: = o 

4.95, $6.75; 28 x 5.25, $6.75; 29 x 5.26, net; White Cross, $1.50. Aas" oR “No 18 io 80 ser on 


$6.75; 30x 5.25, $6.75; 31 x 5.25, 
$7. One to nine pair; discount 30 per ELECTRIC SPECIALTIES. 


net. Deering scoop, 24 in., $6.25 each 
list, 30 in., $7.75. Discount 25 per 


+ gee gale p Renal bye vay Electric Specialties.—Tu-way sock- cent 
shipment, 40 per cent discount. oon aged Bry ag Bees oeiee itiae. 
‘ ° F ; ? SNOW SHOES. 


angle Tu-way, No. 510, in lots of 








BLANKETS. less than 100, '19%4c.; in’ lots of 100, 
Blankets.—Stable, kersey, 76 in., 18%c.; angle, three way, No. 540, in 
$1.60 each net; heavy burlap lined, 76 lots of less than 100, 18%c., in lots 
in., $2.20; extra heavy burlap lined of 100, 17%c.; three cube tap, No. 
72 in., $2.25; 76 in., $2.35; 80 in., $2.50; 530, in lots of less than 100, 9%c., in 

84 in., $2.60; heavy burlap lined with lots of 100, 8%c. Appliance plug with 


(Reading matter continued on page 78) 


Snowshoes.—Without slippers, 13 
x 48 in., $6.84 a pair net; 12 x 46 in., 
eth 12 x 42 in., $6; 10 x 36 in., 


Sandies.—Standard makes, men’s, 
$1 a pair net; women’s, 90c. 
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HELPING DEALERS 
to help themselves 


Remington advertising reaches 54,000,000 
people through magazines of general cir- 
culation, farm papers, outdoor publica- 
tions and boys magazines. Many of these 
people live in your town and trading area. 
In our advertisements, we direct these peo- 
ple to their local hardware stores to buy 
Remington products. That is the best we 
can do in an advertisement. We can’t pub- 
lish the names and addresses of all the 
dealers who handle Remington firearms, 
ammunition and cutlery. 


When it comes to tying up a local store 
with Remington advertising, it is up to the 
dealer. Your advertisement in your local 
paper, featuring Remington products is 
all that is needed to bring those who read 
about them in the magazines into your 
store. Remington advertisements say “go 
to your local dealer.” And your adver- 
tisements say “I am the dealer who handles 
those Remington products you have been 
reading about.” 


To make it easier for you to get this addi- 
tional benefit from our advertising, we 







supply mats and electrotypes of all our 
products and of illustrations that will make 
your newspaper advertising attractive. We 
furnish these without charge and we have a 
booklet in which they are all shown. If 
you will write for this, you can pick out the 
illustrations that you want for your adver- 
tisements and order them from us. 


Dealers who take advantage of-this service 
get the largest share of that $30,000,000 


consumer demand for Remington prod- 


President. 


ucts. 


REMINGTON ARMS COMPANY, Ine. 


The Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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STEPLADDERS. VACUUM CLEANERS. 

Stepladders.—3 ft., $1.60 each net; Vacuum - Cleaners.—Universal, No. 

4 ft., $2.14; 5 ft., $2.67; 6 ft., $3.20; 5801, complete, in lots of less than 
ft., $3.73; 8 ft., $4.27; 10 ft., $5.34 three, $32.25 each net, in lots of 3 to 

Na debts No 21 "9 t B00 acl 11, $31, in lots of 12, $29.75; without 
appanee.—No. 211, 3 ft., 90c. eac attachments, in lots of three, $27.50, 

not: 4 £., $i:30; Git., $1.50; ¢ #t., in lots of 3 to 11, $26.25, in lots of 
$1.80; 7 ft., $2.10; 8 ft., $2.40. 12, $25. Super-Vac, No. 7201, com- 


plete, in lots of less than three, 
$34.25, in lots of 3 to 11, $33, in lots 
of 12, $31.75; without attachments, in 
lots of less than three, $27.50, in lots 
of 3 to 11, $26.25, in lots of 12, $25. 
Bee Vac, No. G10, in lots of less than 
three, $21.50; in lots of three, $20.10; 
attachments for same, $3.50 a set. 





CG LEVE | A Severe Winter Weather Stimulated Sales. 
N $ No Important Price Changes Were Made 


(Cleveland office of HARDWARE Aun ICE SKATES. 


CLEVELAND, Dec. 10.—A week of severe winter weather sharply 
stimulated activity in such seasonal lines as snow shovels, sleds and 
skates, which have moved better than for several years. Business as 
a whole is holding up fairly well. Some of the jobbers report that 
their November sales fell off slightly as compared with last year 
but appear to be pretty well satisfied considering the conditions that 


Union Hardware Co., No. 1624 
men’s screw clamp skates, polished, 
84c. per pair; No. 1624%, same = 
plated, $1.19 per pair; No. 524%, 
screw clamp hockey, $1.27 per pair; 
No. 424%, same nickel plated, $1.60 
per pair; women’s ae No. 5624, 
$1.12 per pair; No. 5624%, same 
nickel plated, $1.44 per pair. Shoe 
skates, $5.25 per pair. 


existed last month as a result of the stock market liquidation. Holi- | NAILS AND WIRE. 


day business is coming along in fairly good volume in electrical 
heating appliances, electrical toys, glass baking ware, wheel goods, 
tools and tool chests, flashlights and Christmas tree outfits. Heating 
stoves are still in good demand. In sporting goods lines there is 
still considerable demand for shot gun shells. Weatherstripping is 
very active. No price changes of importance are reported. There 
appears to be some uncertainty regarding prices on some types of 
shovels since the recent reduction. The decline was approximately 
15 per cent. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CLEVELAND. 





Nails.—Factory shipment, car lots, 
$2.45 to $2.55 per keg; less than car 
lots for factory and stock shipment, 
$2.65 per keg: other products for stock 
shipment, No. 9 galvanized wire, $3.10 
per 100 lb.; No. 9 annealed wire, $2.65 
per 100 Ib.; polished fence staples, 
$3.10 per 100 lb.; galvanized fence 
staples, $3.35 per {oo lb.; coated nails, 
$2.65 per keg. 

Barbed Wire. — Lyman, 4-point 
eattle wire, $2.97 per 80-rod spool; 
hog wire, $3.20 per 80-rod spool. 


PAINTS AND VARNISHES. 


Mixed paints, first quality, $2.90 to 
$3 per gal. for colors and $3.05 to 
$3.10 for white. 

Turpentine in drums, 65c. per gal.; 
in 5-gal lots, 88c. per gal. 


AUTOMOBILE TIRES AND SUP.- | rolled thread, | % x 6 in. and Linseed oil in drums, $1.23 per 
PLIES smaller, 60 and 10 per cent off list; gal.; in 5-gal. lots, $1.42 per gal. 
: O- | additional discount of 10 per cent is White lead in 100 lb. kegs, 14%c. 
Tires and Tubes.—Mansfield tires, } allowed for full case lots of one size; per lb.; in 50 and 25 Ib. kegs, 14\%c. 
4-ply balloon, 29 x 4.40, $7.40; tubes, | stove bolts, 75 and 10 per cent off per lb.; in 12% lb. kegs, 14%c. per 
$1.50; 30 x 4.50, $8.25; tubes, $1.60; list; semi-finished nuts in bulk, 60 lb. 
29 x 5.00, $9.90; tubes, $1.75; 30 x 5.00; per cent off list; 54 per cent for Quantity discount, 500 lb. to 1 ton, 
$10.20; tubes, $1.80; 30 x 5 5, $11.90; packages. 10 per cent. One ton or more, 10 per 
tubes, $2.00; 31 x 5.25, $12.25; tubes, | cent and 4 per cent. 
oF heavy duty, 6- ply, 29 x 4.40, BUILDERS’ HARDWARE. Enameling lacquers, $1.20 to $1.65 
314.30: 4 a net irk, 70: A = 00, In case lots, lock sets, $5 per doz.; per qt. 
$17.55: doubl pl heavy strap hinges, 6 in., $1.55 per RE 
4 40, $12. 90; 39 ree Sply, 29 30 ~ doz.; 8 in., $2.40 per doz.; extra heavy POULTRY NETTING AND WI 
: 50° $13.95: 29 x 5.00" 16.85: 30 x = hinges, 6 in., $1.80 per doz.; 8 in., CLOTH 
5.00, $17.30; 30 x 5.25, $19.70: 31 x ae per mg 10 34 po “rr Poultry netting after weaving, 60 
5 $20.35; Liberty, 4-ply, 29 x 4.40, 16¢ 8, Case lots, « “ an % 4 per cent off list; galvanized before 
c. per pair; 4 in., 2lc. per pair, weaving, 60 and 10 per cent off list. 


$5. 65 bs 80 x 50, $6.30; oe x 5.00, Ags 95; for less than case lots, all sizes are 


2c. per pair higher. Butts with sand 
blasted finish are 4c. per pair higher. 


Wire cloth per 100 sq. ft., 12-mesh, 
black, $1.60; 14-mesh, $1.90; galvan- 
ized, 12-mesh, $1.80; 14-mesh, $2.50; 


° 1 Tee 
a4 $440 ‘ged uaestialies Ornamental hinges, standerd finish, bronze, 14-mesh, $5.50; 16-mesh $5.90. 
Anti-Freeze Liquids. — Denatured $1 per doz.; nickel finish, $1.20 per : i ig fai aie ; 
alcohol, drums, conn ta 64e, per Bal.; doz.; sand blast finish, $1.15 per doz. ROLLER SKATES. 
»-Zal. ots, 0c. yer gal. restone, Ini »- 
é-gal. lots, $3.60 per gal.; less than CELL-O-GLASS. Union Hardware Lo. roller skates, 
6-gal., $3.80 per gal. Cell-O-Glass in 100 ft. rolls, 12c. Gis nk SLAs ber wee Ee eee, tan 
per sq. ft.; glass cloth in 100 yd. case lots. No. 6, $1.45 per pair for 
— rolls, 24c. per sq. yd. full case lots, and $1.55 per pair for 
‘irst garde, single bitted, rustless, less than case lots. 
black’ finished handled Axes, $19.50, — hain, 3-18 in $1.85 100 nope 
jase, per doz.; unhandled, 9.00 per oO c ain, n., o per ° 
d@z.; double bitted, handled, $24.50 Ib.; % i $10.7 75 er 100 Ib.; 5-16 i Best grade manila rope at 22%%c. 
per doz.; double bitted, unhandled, $9.25 er 100 Ib.; % in., $7. 85 per 100 per lb. for factory shipment and 23c. 
$20 per doz.; 60c. increase for dozen lb. Cow ties, No 14, $2. 75 per doz.; per lb. for stock shipment; sisal rope, 
lots weighing 42 to 48 lb. and smaller No. 15, $2.50 per doz. Tie-out chain, ~ 46e. per Ib. for factory shipment and 
advance for each 6 Ib. additional 60 per cent off list. 1616c. for shipment from stock. 
weight increase. 
BATTERIES ws eet —— 
s. : . _Victor traps, No. 0, $1.10 per doz.; 24-gage galvanized sheets, $4.60 per 
B and C Radio Batteries: No. 1, $1.38 per doz.; No. 1%, $2.40 100 Ib 
“BR” “a” per anes ot yer sy nae oe ‘ 
‘ 99 grip, No. 91, $2.44 per doz.; Oneida, 
No. 768 Rea eR $1.14 $1.22 amp trapa, No. 6, $1.59 per dos.; No. SNOW SHOVELS. 
—" Reeaeerpeietaren | 2°06 1, $1.83 per doz.; No. 1%, $2.81 per ae es ke he 2 ee 
ot  Seepieaedananeedany 2°33 2:53 doz.; No. 2, $4.39 per doz. ve dee: ie Se uelteaaed, Gt 
BO NUD ox042, sean seen 2.80 3.00 7 No. $6 mat er doz.: 
Way MEO co -ccascsacssus 2:97 3.20 GLASS BAKING WARE. ne ree Pe Oe a ae lg * 


Dry Cell A_ batteries, No. 7111, arte ar aL Pe a ee 








27% children’s, $2 per doz. 


35%ec. in standard packages, 40c. in 
broken lots; Columbia igniter dry cell a ee ee STOVE PIPE AND ELBOWS. 
ec ro yp — pack- Pie Plates.—8 in., 50c.; 9 in., 60c.; 6 in., 20 gage stove pipe per crate 
ages, c. m Sroken 1006. 10 in., 67e. = of 25 Jolnte. $3.28 for ge td =, 
Bread Pans.—No. 212, 60c.; No. , ment and $3.55 for stock shipment. 
BOLTS AND NUTS. Same, 26 gage, $3.90 for factory ship 
Machine and carriage bolts, cut Utility Dishes.—No. 231, 67c.; No. ment and $4.25 for stock shipment; 
thread, hot pressed and cold punched 232, $1.17. in. corrugated elbows, $1.30 per 
nuts and lag screws, less than case Teapots.—2 cups, $1.67; 4 cups, $2; crate for factory shipment and $1.40 
lots, 60 per cent off lists; bolts with 6 cups, $2.33. for stock shipment. 


(Reading matter continued on page 80) 
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21 doors, each 3 x 20 feel, 
separate this 63 foot open- 
ing between auditorium and 
stage-gymnasium in the 
Roosevelt School, Topeka, 
Kansas. 








OLDER-WAY 








These doors can be quickly, 
quietly, smoothly opened 
and closed by a ten-year old 
child, thanks to FoldeR-Way 
and R-W engineering. 


High, wide and handsome folding partitions- 





** Quality leaves 
ats imprint” 


The beauty and smooth opera- 
tion of R-W Compound Key 
Veneered doors are lasting. 
Sagging, warping, swelling, 
shrinking, are practically elim- 
inated by tongue and groove 
method of applying veneer. 
These famous doors are now 
made exclusively and sold only 
by R-W for FoldeR-Way 
partitions. 











or all types of partition door in- 
stallations. No matter how high 
or wide the opening may be, standardize 
on R-W equipment and be sure cf con- 
tinuous trouble-free performance. 


R-W FoldeR-Way partition equipment 
folds and slides large doors to either side 
... smoothly, quietly and with the least 
effort. Engineered to save space and meet 
every architectural need. 


Feel free to consult the R-W engineer- 
ing staff at any time regarding any door- 
way problem. No door is too large or too 
small for R-W Service. Send today for 
illustrated Catalog No. 43. 





Specially designed 
bottom roller for 
FoldeR-Way doors, 
beautiful brass fin- 
ish or dull black. 





New Yok . . . . AURORA, ILLINOIS, U.S.A. 


Boston Philadelphia Cleveland Cincinnati Indianapolis St. Louis New Orleans Des Moines 


Minneapolis Kansas City Atlanta Los Angeles San Francisco Omaha 
+ RICHARDS-WILCOX CANADIAN CO., LTD., LONDON, ONT. - Winnipeg 


Montreal 


Chicago 


Seattle Detroit 
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PITTSBURGH: 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, Dec. 10.—The hardware business in this territory 


has failed to gain any real momentum. 


Although retailers are fre- 


quently calling upon jobbers for small orders, the volume of busi- 


ness is not impressive. 


Mail orders are being received in large 


quantities, but they usually call for minimum quantities, and it is 
very evident that dealers in general are watching their stocks very 
closely. The recent cold weather has brought a fine demand for 
heating stoves, and many other lines have been accelerated by low 


temperatures in this section. 


Sleds and ice skates are moving well 


and are expected to improve as the holiday season approaches. 


Prices seem to be holding rather well. 


Following the sharp break 


in shovel prices reported last week, no other important decreases 
have come out and quotations on spring goods which are coming to 


local jobbers do not show much change. 


In many cases jobbers 


will not name their figures on spring goods until after the first of 


the year. 


Collections are rather poor. 


While complete unemploy- 


ment is not common in this district, interrupted employment is very 
common and this naturally scales down total wages considerably. 
PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. PITTSBURGH. 
| BATTERIES. 


Conditions in the steel industry have 
not changed materially. Production 


has apparently been curtailed suffi- | 


ciently to keep pace with current light 
demand and steel ingot output is not 
expected to decline much _ further. 


Operations of finishing mills fluctuate | 


rather sharply from week to week, and | 


on the various products, range from 30 
to 70 per cent of capacity. The lighter 
flat-rolled products are particularly 


slow, notably strip steel and high-fin- | 


ished sheets, but automotive consump- 
tion is expected to improve slightly this 
month and some sizeable specifications 
are reaching the mills. Railroad car 
buying is still a feature of the market, 
but the full effects of recent purchases 
have not reached the mills in the form 
of heavier tonnage releases on plates. 
Prices are essentially unchanged, al- 
though sheet makers are making some 
efforts to stabilize their quotations on 
blue annealed and black sheets. Buy- 
ing for first quarter has not yet begun 
to develop and until it does it is diffi- 
cult to say whether present prices will 
hold for that period. 


AUTOMOBILE TIRES AND TUBES. 


Mansfield tires, 4 ply balloon ytpe, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 
$8.25; tubes, $1.60; 29 x 4.75, $9.55; 
tubes, $1.70; 29 x 5.00, $9.90; tubes, 
$1.75; 30 x 5.00, $10.20; tubes, $1.80; 
31 x 5.00, $10.65; tubes, $1.85; 32 x 
5.00, $11.75; tubes, $1.90; 28 x 5.25, 
$11.10; tubes, $1.85; 30 x 5.25, $11.90; 
tubes, $2.00; 31 x 5.25, $12.50; tubes, 
$2.05; 29 x 5.50, $12.65; tubes, $2.25. 

Same, 6 ply, 31 x 5.25, $14.70; tubes, 
$2.05; 30 x 5.50, $16.05; tubes, $2.35; 
30 x 6.00, $16.65; tubes, $2.25; 31 x 
6.00, $16.65; tubes, $2.30; 32 x 6.00, 
$16.95; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 

Prices in all instances are each 
and are subject to discounts of 12% 
per cent on tires and 15 per cent on 
tubes. 





| 


Broken Unit 
Packages Packages 





. 762 1.93 

No. 6 dry cells, ignition type, unit 
packages, 36c. each. 

Flashlights. — No. 935, 6%4c. each; 
No. 950, 6%c.; No. 790, 13c.; No. 705, 
19%c.; No. 750, 13144c.; No. 791, 13c. 
a Shot.—No. 1461, $1.67; No. 1661, 
e-otl. 


BOLTS, NUTS AND RIVETS. 

Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 

Nuts.—All styles, 
list. 

Rivets.—Larger, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


CHRISTMAS TREE HOLDERS. 
Christmas Tree Holders. — Nesco, 
No. 12, $6; No. 14, $7; No. 16, $8. 40 
per doz. 
Crown, 2 in., $8; 3 in., $13.20 per 
doz. 


COAL HODS AND SHOVELS. 

Coal — Monongah, No. 1, 
$14: No $14.50; No. 3, a per doz. 
Gail Black, No. 1, $12: 2, $12.50; 
No. :, 2 per doz. Gail eiaices No. 
1, $13; No. 2, $13.50; No. 3, $14 per 
doz. Panmmaker black, No. 1, $12; 
No. 2, $12.50; No. 3, $13 per doz. 
Pacemaker half polished, No. 1, $13; 
No. 2, $13.50; rie, 3, $14 per doz. 
Black ‘gold, No. , $18; No. 2, $18.50; 
No. 3, $19; No ” $20 per doz.; Coal 
Hods, Japanned, 12 5, 16 in., "$3.25; 
17 in., $3.60 per doz.: Galvanized No. 
10, 16 in., $4.30; 17 in., $4.75; 18 in., 
$5.25; 20 in., $7 per doz. Galvanized 
No. 76S, $8 and galvanized No. 86S, 
$8.40 per doz. Galvanized No. 25, 
15 in., $5.50; 17 in., $6 per doz 


FLASHLIGHT CASES. 

Winchester Flashlight Cases.—No. 
6414, 62c.; No. 6514, 68c.; No. 6824, 
$1.43; No. 6921, $2. 40; No. "6924, $2.08; 
all each. 


50 per cent off 


Reading matter continued on page 


Business in General Is Rather 


¢ Prices Are Steady and Well Maintained 


Quiet. 


Winchester Assortments.—No. 1614, 
$2.94 per assortment; No. 6214, $5.04 
per assortment. 


GAME TRAPS. 
Diamond No. 21, $1.35 per doz.; No. 
21% $2.44 per doz.; No. 22, $3.36 per 
oz. 
Victor No. 1, $1.38 per doz.; No. 
1%, $2.44 per doz.; No. 2, $3.36 per 


OZ. 
Triumph No. 1, $1.32 per doz.; No. 
1%, $2.20 per doz. 


ICE SKATES. ; 
Boys’ clamp skates, plain, 84c. per 
pr.; nickel-plated, $1.20 per pr. 
Hockey pattern, $1.10 per pr.; 
nickel-plated, $1.30 per pr. 
Ladies’ clamp skates, plain, $1.20 
per pr.; nickel-plated, $1.50 per pr. 


MISCELLANEOUS TOOLS. 

Circular Saws.—6 in., $2.25 each; 
8 in., $3.00; 10 in., $4.00. 

Cross Cut Saws.—Simonds Crescent 
Ground, Nos. 138, 22, 113, 133, 324 and 
325, 5 ft., $5.40; 5% ft., $6; 6 ft., $7. 

Electric Drills.—No. 141, $24 each; 
No. 142, $32; No. = $48; No. 562, 
$35.20; No. 382, $41. 

Files. —Disston, 50. pe 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per cent a! list. Simonds, 
50 per cent off lis 

aneaee Vises. a. 43, $2 each; No. 

, $3; No. 14, $5. 


PAINTING SUPPLIES. 

Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 14%4c. per Ib. in 
100-lb. lots; 10 per cent less in lots 
500 Ib. or more, and extra 4 per 
cent less on lots of a ton or more; 
turpentine, 65c. per gal., in barret 
lots; raw linseed oil, 16-2/3c. per Ib., 
in barrel lots. 


RADIATOR AND REGISTER 











SHIELDS. 

Gem Adjustable Radiator Shields 

with Water Pan Humidifier: 

Gold Bar Walnut 
Aluminum Mvrhogany _ Ivory 
Each Each Each 
No. 1W 3.E $4.20 $3.85 
No. 1AW 4.55 4.20 
No. 2W 4.55 4.20 
No. 3W 4.90 4.55 
No. 4W 5.25 4.90 
No. 5W 5.69 5.25 
No. 6W 6.30 5.60 
No. 6BW 6.30 5.60 
No. 7 ite eee 6.65 5.95 
NG BW vaeort 5.60 7.00 6.30 


v 
Register shields for floor use, Nos. 
— 5, $12 per doz.; No. 10, $10 per 
OZ 


Register shields for wall use, Nos. 
2 and 15, $6 per doz.; No. 20, $5.20 
per doz. 


ROLLER SKATES. 


Union Hardware Co. line, No. 2, 
70c. per pr.; No. 3, 75°. per _pr.; No. 
10, $1.05 per pr.: No. $1.45 per pr. 


Winslow line, No. 3814, $1.45 per 
pr.; No. 38, $1. = ~~ \ sig ; No. 38, rub- 
| ber tire, $2. 50 p 
| Winchester * No. “93 $1.35 per 
pr.: No. 3832, $1.45 per 
“ ‘hapin line, No. 103, chila’s skate, 

5e. per pr. 


SLEDS. 

Flexible Flyer Sleds, 3344 per cent 
off factory list. 

Lightning Glider Sleds, 32 in., $1; 34 
in., $1.20; 36 in., $1.35: 45 in., $1.75; 
47 in., $1.90; 52 in., $2.20. 

All prices are net each. 


STOVE PIPE. 

Lustro stove pipe, 3-in., $6.75. per 
doz.; 4-in., $7.50 per doz.; 5-in., $9.00 
per doz.; 6-in., $10.50 per doz. 

Lustro stove pipe elbows, 3-in., 

$5.25 per doz.; 


$4.50 per doz.; 4-in., 
, $7.75 per 


5-in., $6.50 per doz.; 6-in 
doz. 
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The Dominant Blade 








ee 
Maps oj Meteo, 


ALL HARD AND H HARD. se ies oy es: ae 
- More Profit for You 


“The blade with the RED 
END.” That is what hack saw 
users are now demanding. 
They want the “RED 
STREAK” HACK SAW, the 
new SIMONDS BLADE, be- 
cause they know it is the best 
hack saw they can buy. It is 
NEW. It is DISTINCTIVE. 
It is HIGH QUALITY. Those 
are a few of the many reasons 
why every progressive hard- 
ware store should have a stock 
of “RED STREAK” blades. 
For quicker turnover, better 
blade profits and a distinctive 
tool to sell your trade, talk 
“RED STREAK” and you sell 
the blade most mechanics now 
demand. With its brilliant 
RED END to distinguish it at 
a glance and its dominating 
quality, the “RED STREAK” 
should appeal to dealers from 
every sales angle. 


Ask Your Jobber or His Salesman 


SIMONDS SAW AND 
STEEL CO. 


The Hack Saw Makers 
“Established 1832” 


FITCHBURG, MASS. 
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“Surely,” said Lynch. 
“Just four weeks ago to- 
day, right here in this of- 
fice.” 

“Right—but you probably do not recall what happened 
while we were talking. Fact is, John. we were inter- 
rupted three or four times in less than an hour. A 
couple of times you were called out to see people who 
didn’t want to transact business with the people you have 
back of the counters for that purpose. Then someone 
who called on the telephone insisted on talking with you 
and you offered a 10 per cent discount on a radio set 
just because the fellow was a personal friend. Later 
you instructed one of your men who stuck his head in 
the door to do the same thing for another customer who 
was entitled to a discount for no better reason. The 
next time the telephone rang you told somebody that the 
goods you had ordered especially for them had not come. 
It took almost ten minutes of your own time looking 
up the order. 


sé 

Bur that isn’t all. Let’s see what happens while you 
are away. A week ago, while you were on that buying 
trip to New York, I dropped in here just to look around. 
Did things go on the same in your absence as they did 
while you were here. They did not! The place seemed 
to settle into a doldrum awaiting for your return to pep 
it up. While I was there, a couple of people came in, 
asked for you, and left saying they would wait. They 
didn’t even say what they wanted. One fellow who 
registered a complaint about a bill was told he would 
have to come back and see you. Even old Herb Franson 
who has been with you since the days of the old town 
pump held off trimming a window until he could get 
your ideas on what should be displayed. 

“Worst of all, I found that you did all of the buying. 
Every nut and bolt in the place is here as the result 
of an order from you personally. Three salesmen who 
called that day found out they would have to come back 
again. J know that one of these fellows was selling a 
novelty which, by all means should be in your stock. 
Herb was sure he could sell 100 of them as a Saturday 
special but there wasn’t a chance of putting in the order 
until you had seen the stuff and given official sanction. 


“6 

A LL these criticisms may sound funny to you, John, 
but in my position as a possible purchaser, they’re 
mighty serious. You have been running a one man 
business. That means, from your standpoint, you are 
fully justified in asking $50,000. The business is un- 
doubtedly worth that much—but only just as long as 
you are with it. You have no organization and no good 
will other than that which hinges directly around you 
—only a lease on a fairly good location and goods in- 
ventorying about $30,000 on the shelves. No one-man 
business ever has a resale value proportionate to its value 
to that one man alone and as I see it, yours is no excep- 
tion. A business that is built solely on the ability or 
popularity of one man is not making the most of its 


opportunity. It may be doing mighty well, but certainly 


not as well as it might were it welded into an organiza- 
tion where those who should be at the head of things are 
something more than robots who have been taught to 


What a $50,000 Business Was Worth 


(Continued from page 44) 


operate only when the big 
boss pulls the strings. 

“No one wants to buy a 
business that is just a com- 
mercial structure built on the strength of a single 
pillar—not if he knows what he is doing. It would be 
easier, safer and far cheaper for me to open up a store 
and have the advantage of offering something brand new 
and strictly up-to-date rather than start with what would 
remain of your business with you out of it. So there 
we are!” 


F OR a moment, the old man sat in silence. His cigar 
had gone out and he did not bothér relighting it. Finally 
his eyes which had sought the window during most of 
the conversation turned to Barton. A rueful smile slow- 
ly formed under his gray mustache. 

“Guess times have changed since I bought this busi- 
ness from the Peabodys, J. P.” he mused. “ I hadn’t 
realized it altogether. Thought I was doin’ pretty well. 
Even now, I guess I was considering it was mostly a 
one-man show. Of course, what you’ve said sort of 
hurts. That’s mostly true of things you don’t like to 
hear but know must be true. But ‘eg 

John Lynch rose from his ancient desk chair and his 
clenched fist crashed on the desk as he towered over it. 

“On second thought, J. P.,” he continued, smiling 
directly into the other man’s face, “this business isn’t 
for sale. At least not yet. If it was and someone with 
less sense than you bought it, neither of us would get 
what we ought to have. Of course, the missus and I 
had planned to go to Florida this winter. We'd never 
been able to get away while I was tied up here and I 
guess that’s just more evidence that what you've said 
is true. Now with our family raised and gone into their 
own homes and with a little money in the bank, I’d 
promised myself a real vacation—but, shucks! Why talk 
about it? I’ve been in this game for thirty-three years 
and a couple of more won’t make much difference in me. 
I promise, though, they’ll make some difference in the 
store. If you're still in the market for a place in 
Knoxtone in 1930, be sure and drop in. Old dog or not, 
I might have something to show you.” 


Industries Are Said to Abide by Rules 
Made at Trade Practice Conferences 


NDUSTRIAL operation under rules adopted at trade 

practice conferences have, in many instances, proved 
satisfactory according to the United States Chamber of 
Commerce. This fact was disclosed as the result of a 
questionnaire sent to executives of organizations which 
have followed this course. 

The majority of the replies received by the chamber 
indicated that satisfactory results had been obtained by 
this method. A considerable number, however, point 
to the conclusion that the biggest problem confronting 
the entire trade practice conference movement is that 
of securing compliance with rules, including the setting 
up of a definite plan of operation within the industry, 
the consideration of complaints by the Federal Trade 
Commission and definite steps by the commission to 
secure compliance. 
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“HELPFULNESS” is a gold mine for 
some hardware dealers 


IORDS, like girls, often have to 
G4 be dolled up to attract atten- 
tion. In the hardware business 





for instance, we may dismiss the words 
‘Builders’ Hardware Department” with 
a wave of the hand. But 


ment is its helpfulness to the buyer of 
hardware. Even the architect is glad 
of a trained helping hand when choos- 
ing and specifying hardware. | 
If you are looking for ways and 
means of increasing 





stop! What zs a builders’ 
hardware department? 


Good Buildings DeserveGood Hardware 


business, of making 
greater profit, don’t 





What does it mean to 








overlook the gold mine 








your customersP And 
what does it mean to 
your net profit? 

Before answering let’s 
ask another question. 
Where do you prefer 





to buy articles or service 
for yourself and your 
home? Isn’t it from 
those who are most help- 
ful to youP Who clean 
the windshield of your 
car and fill the tires 
while the gas is going 
in the tank? Who pay up an insurance 
premium while you’re awayP Who 
keep the best roasts for your Sunday 
dinner? 

We all like to buy from the helpful 
seller. And the biggest thing about a 
Corbin Builders’ Hardware Depart- 





of helpfulness. In it you 
will find the answer to 
cut price competition. 
The helpful dealer 
doesn’t worry about 
‘chain store competi- 
tion” for chain stores 
don’t specialize on help- 
- fulness. 
There is no greater 
way to be helpful than 
through a well organ- 
ized Corbin Builders’ 
Hardware Department. 
And you.don’t have to 
force people to come to this department 
for help. They come to you because you 
are the man that can render them the 
most help. Let our salesman tell you how 
other dealers have organized a helpful 
Builders’ Hardware Department—how 
they did it and how they profited. 


P. & F.CORBIN ‘= ssuaunay 
o ° 1849 =CONNECTICUT 


The American Hardware Corporation, Successor 


New York 





Chicago 





Philadelphia 
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The SILENCE of this famous ALLITH 
3100 Floor Hinge says more than all the 
loud praise of dealers, contractors and builders 
" put together. 
But there is just one thing the matter with it—it 
gets no chance to advertise itself, so quietly does 
it work—and users never say anything about it— 
they never have the opportunity—for if there is one 
piece of door hardware that owners install and then 
forget—this is it. 


ALLITH 
3100 Floor Hinge 


has carefully machined and hardened moving 
parts to insure smooth, easy operation and long 
wear. Ball ring serves as bushing—prevents 
wear at vital points where frame revolves on 
post. Ball bearings support the door and ab- 
sorb the spring thrust. All working parts pro- 
tected from dust and moisture: Best oil tem- 
pered steel wire compression spring. Plunger 
has a rolling, sliding action against roller bear- 
ing. All parts rigidly assembled. Fits either 
right or left hand opening. Holdback keeps 
door open at 95° angle. It is worthy of your 
recommendation, a pleasure to sell and simple 
to install. Find it on page 158 in ALLITH Cat- 
alog No. 97. 
MANUFACTURERS OF 


Garage Door Hardware Fire Door Hardware 
Spring Hinges Overhead Carriers 
Rolling Ladders Door Hangers 

Airport Door Hardware Malleable [ron Washer 
Industrial Door Hardware Stadium Seat Brackets 


Certified Malleable Iron Castings 


ALLITH-PROUTY COMPANY 


DANVILLE, ILLINOIS 











| he did not sell them more goods! 
| here, but it was everybody else’s fault except his own. 
| This salesman was perfectly conscientious, and he be- 


| did not know. 


| like him. 
| checked back and got the facts as to just why some of 





Good Will Representatives 
(Continued from page 55) 


situation while the actors on the stage do not? It is 
fun for the audience to watch the actors do a whole lot 
of funny things simply because they do not know all 
of the facts. Just study any farce and you will see this 
principle. 

Now, this thing frequently works ‘out in the han- 
dling of salesmen. A certain dealer called once on us 
and explained exactly why they had not given us a 
greater share of their business. They liked our house. 
They liked our goods. They liked our policy, but they 
did not fancy our salesman. “But just what is the 
trouble with our salesman?” I inquired. “The trouble 
with him,” said this buyer, “is that he ‘high-hats’ us. 
When he calls he likes to get into the private office of 
the president of our house and talk to him. He does not 
mix with the boys in the store. He does condescend to 
speak to us as he comes in and as he goes out, but you 
can just bet your sweet life that the whole gang of us 
are working against him all the time.” 

Without, of course, giving any of the facts, I wrote 
to this salesman and asked him about this account. 
Well, you should have seen his explanation as to why 
I will not give it 


lieved every word he wrote, but the point is he simply 
This salesman happened to be of the 
type who considers everybody his friend. It has never 
occurred to him that possibly some people might not 
The worst part of it was that he had not 


his dealers did not buy more goods. 

On account of several deaths among the older men in 
a large Western jobbing concern it was necessary for 
them to secure a new manager. The man selected had 
been working in the East. On his way West to take up 
his new duties he dropped in to see me. He told me all 
about his new connection. It happened that in my early 
days I had traveled for several years over this particular 
territory. 

This gentleman surprised me by saying: “I wish to 
ask you if you were in my place, if you had the job that 
I am now taking in the selling end of the business, what 
is the first thing you would do?” I had to stop and 
think a moment. Then I answered: “The first thing I 
would do would be to pick out a good man to go all 
over the territory of your house, not over one sales- 
man’s route, but over all of your salesmen’s routes, call 
on the trade and tell them about your plans and policies. 
This man, of course, would not be expected to take 
orders. He would not interfere with the work of 
the regular salesmen, but it would be his job, since 
there had been a change in the management of your 
business, to tell the trade about the new manager and just 
how the business would be run. Of course, in covering 
the territory the man selected would size up each town, 
and the hardware dealers in these towns. He would 
have the purchases of each dealer from his concern, so 
he could/tell just what the regular salesman was doing 
in every town visited. 

Then this gentleman asked me: “Would you have this 


eet mead 
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man travel with our regular salesmen or alone?” This 
was rather a delicate point. I told him frankly that it 
would be much better for this man to travel alone. A 
conversation is never as intimate between three people 
as between two. A dealer does not express his mind 
frankly to a representative of the house when the travel- 
ing salesman is sitting in at the meeting. Of course, I 
know of many cases where the dealer is a warm, per- 
sonal friend of the traveling salesman. In that case this 
dealer would naturally be buying goods largely through 
the salesman. This situation therefore would be all 
right, but what about the other situation where, possibly, 
the traveling salesman was not so popular with the 
dealer? In that case, they would both call together and 
the dealer’s side of the story would never be heard. It 
is frequently a very good thing for a house to learn just 
what dealers have to say. Taking it all in all, such a rep- 
resentative should travel alone, if the best results are to 
be obtained. 

“All right,” said this man, “I will try the plan you 
suggest.” He told me afterward that he did find the 
right man, tried the plan and it had worked very well. 
The man he selected is now the sales manager of this 
concern. J am wondering, however, as sales manager 
whether he is just sticking to his desk or whether he 
takes regular trips, calling on the trade as a good-will 
representative. That is why I say a desk is so dan- 
gerous. 


H. & R. Folding Single Gun 


A new type folding single gun, chambered for 2/4 in. shells has 
been announced by Harrington & Richardson Arms Co., Wor- 
cester, Mass. It has a fine black walnut stock, flexible hard 


H&R “FOLDING” GUN 





rubber butt plate and weighs about 4% Ibs. The barrel is 22 in. 
in length. The gun will also take without change, 44 w.c.f. shot 
cartridge 44 x 1. and 44 game getter shot cartridges. 





Sherman Portable Spray Heads 


Made entirely of brass, the Sherman portable spray head can 
be used most effectively to connect lawn hose in series, creating 
a movable and flexible lawn sprinkling system. Due to an in- 








genious spray head construction, this item produces a perfect mist- 
like spray, evenly covering a wide area, yet it is said to conserve 
the water volume to a degree that permits a greater number of 
heads to be used on normal pressures without reducing the vol- 
ume of those farthest from the water supply. 

Sherman portable spray heads are packed in cartons of four | 
with two caps. H. B. Sherman Mfg. Co., Battle Creek, Mich. 





The Last Word 
In a Sports Arena 





Madison Square Garden, 
New York is said to be 
the last word in a sports 





| arena. 








‘“Lawson-Milwaukee” are 
the last words in Spring 
Hinges. That is why the 
ownersof Madison Square 
Garden installed them. 


Quick action in hinges is 
as important as quick 


action in sports. 








Send for Catalog. 


Keep your stock down and yet complete— 
buy one line— 


The Lawson-Milwaukee line of spring hinges. 


MILWAUKEE STAMPING CO. 
Milwaukee, Wis., U. S. A. 


Chicago Office, 230 W. Superior St., Chicago, III. 

New York Office, 416 Broadway, New York, N. Y. 

Boston Office, 120 Pearl St., Boston, Mass. 

Seattle Office, 521 30th Ave., South, Seattle, Wash. 

Los Angeles Office, 701 American Bank Bldg., Los Angeles, Calif. 
New Orleans Office, 202 Balter Bldg., New Orleans, La. 

Dallas Office, 1002 Woodlawn Ave., Dallas, Texas. 


LAWSON-MILWAUKEE 
Spring Hinges 
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i ay 4 


LANTERNS 





N occasions when an emer- 

gency warning light is re- 
quired on the home premises or 
pinch hit illumination must- sud- 
denly take the place of failing 
electric current, Little Wizard’s 
small size and bright light make 
it particularly useful. 


Sell-Dietz Little Wizard as a handy 
lantern to have around the house, 
whether in City, Suburb or Coun- 
try. 


R. E. DIETZ COMPANY 
NEW YORK 


Largest Makers of Lanterns in the World— 
founded 1840. Output Distributed Through 
the Jobbing Trade Only. 














Coming Hardware Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION AND 
SouTHERN HarpwareE Joppers’ AssociATION JornT Con- 
VENTION, Galveston, Tex., April 7, 8, 9, 10, 11, 1930. Charles 
F. Rockwell, sec.-treas., 342 Madison Ave., New York. 

ARKANSAS RETAIL HARDWARE ASSOCIATION CONVENTION, 
Marion Hotel, Little Rock, May, 1930. Exact date to be 
decided later. L. P. Biggs, sec., 815 Southern Trust Bldg., 
Little Rock. 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT ASsSO- 
CIATION, San Francisco, Feb. 18, 19, 20, 1930. Headquar- 
ters, Hotel Whitcomb. LeRoy Smith, sec., 112 Market St., 
San Francisco. 

ConNECTICUT HARDWARE ASSOCIATION CONVENTION, 
Hotel Taft, New Haven, Feb. 18-19, 1930. Henry S. Hitch- 
cock, sec., Woodbury, Nutmegger Party Feb. 19. 

HARDWARE ASSOCIATION OF THE CAROLINAS CONVENTION, 
Myrtle Beach, S. C., June 10, 11, 12, 1930. Arthur R. 
Craig, sec.-treas., 804-6 Commercial Bank Bldg., Charlotte, 
Ole 

IpAHO RETAIL HARDWARE AND IMPLEMENT DEALERS As- 
SOCIATION CONVENTION, Pocatello, Jan. 28, 29, 30, 1930. 
E. E. Lucas, sec., Hutton Bldg., Spokane, Wash. 

Ittino1is RetarL HarpwARE ASSOCIATION CONVENTION 
AND ExursiTion, Hotel Sherman, Chicago, Feb. 11, 12, 13, 
1930. Paul M. Mulliken, managing director, Elgin. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Manufacturers Building, Indiana State Fair Grounds, In- 
dianapolis, Jan. 28, 29, 30, 31, 1930. G. F. Sheely, sec., 
911-913 Meyer Kiser Bank Bldg., Indianapolis. 

Iowa Retait HARDWARE ASSOCIATION CONVENTION AND 
Exursition, Hotel Savery and Des Moines Coliseum, Des 
Moines, Feb. 11, 12, 13, 14, 1930. A. R. Sale, sec., Mason City. 

KentTucKY HARDWARE AND IMPLEMENT ASSOCIATION 
Convention, Brown Hotel, Louisville, Jan. 14, 15, 16, 17, 
1930. J. M. Stone, sec., 200 Republic Bldg., Louisville. 

LovuIsIANA RETAIL HARDWARE AND IMPLEMENT ASSOCI- 
ATION CONVENTION, Hotel Roosevelt, New Orleans, June 9, 
10, 11, 1930. Guy Nason, sec., Starkville, Miss. 

MicHiGAN RETAIL HARDWARE ASSOCIATION CONVENTION 
AND Exursition, Grand Rapids, Feb. 18, 19, 20, 21, 1930. 
Headquarters, Hotel Pantlind. Exhibition will be held at 
Klingman Exhibition Bldg. A. J. Scott, sec., Marine City. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles H. Casey, 
manager, 2344 Nicollet Ave., Minneapolis. 

MisstsstppPt RETAIL HARDWARE AND IMPLEMENT ASSOCI- 
ATION CONVENTION, White House, Biloxi, June 16, 17, 18, 
1930. Guy Nason, sec., Starkville. 

MissourRI RETAIL HARDWARE ASSOCIATION CONVENTION 
AND Exutpition, New Hotel Jefferson, St. Louis, Jan. 28, 
29, 30, 1930. F. X. Becherer, sec., 5106 No. Broadway, St. 
Louis. 

MontTANA IMPLEMENT AND HARDWARE ASSOCIATION CON- 
VENTION AND Exuisition, Billings, Feb. 3, 4, 5, 1930. H. A. 
Caraway, manager of exhibits, Billings. A. C. Talmage, 
sec., Bozeman. 

MounTAIN STATES HARDWARE AND IMPLEMENT ASSOCI- 
ATION CoNVENTION, Jan. 21, 22, 23, 1930. Place to be de- 
cided later. W. W. McAllister, sec., Boulder, Colo. 

NATIONAL RETAIL HARDWARE ASSOCIATION CONGRESS, St. 
Louis, Mo., June, 1930. Herbert P. Sheets, managing di- 
rector, 130 E. Washington St., Indianapolis, Ind. ' 

TuHirp ANNUAL NATIONAL House FURNISHING EXHIBIT, 
Chicago, IIl., Jan. 19 to 29, 1930. Headquarters, Palmer 
House. Warren Edwards, sec., 105 West Adams St., Chi- 
cago, Iil. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVENTION, 
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Omaha, Feb. 4, 5, 6, 1930. Headquarters, New Paxton 
Hotel. Exhibition at Municipal Auditorium. George H. 
Dietz, sec., 414-19 Little Bldg., Lincoln. 

TERCENTENARY CONVENTION AND EXHIBIT OF THE NEW 
EnGLaNnpD HarpwareE Deaers AssocIATION, Mechanics 
Bldg., Boston, Mass., Feb. 20, 21, 22, 1930. Headquarters, 
Hotel Statler. George A. Field, sec., 80 Federal St., Boston, 9. 

New York State Retait HARDWARE ASSOCIATION CON- 
VENTION, Rochester, Feb. 4, 5, 6, 7, 1930. Convention ses- 
sions and exhibition will be at Edgerton Park. Headquar- 
ters, Seneca Hotel. John B. Foley, sec., 510 Hills Bldg., 
Syracuse. 

North Daxota RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND ExuiBiTion, Fargo, Feb. 11, 12, 13, 1930. 
Exhibit will be held at the City Auditorium. Charles N. 
Barnes, sec., Grand Forks. 

Oxu10 HarpWARE ASSOCIATION CONVENTION AND EXHIBI- 
TION, Columbus, Ohio, Feb. 4, 5, 6, 7, 1930. James B. Car- 
son, sec., 315 Mutual Home Bldg., Dayton. 

OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIATION 
ConvENTION, Oklahoma City, Jan. 28, 29, 30, 1930. Chas. 
L. Unger, sec., 207-208 Bloomfield Bldg., Oklahoma City. 

Orecon RetTAiL HARDWARE AND IMPLEMENT DEALERS 
AssocIATION CONVENTION, Portland, Feb. 11, 12, 13, 1930. 
E. E. Lucas, sec., Hutton Bldg., Spokane, Wash. 

Paciric NortHwest HARDWARE AND IMPLEMENT AsSO- 
CIATION CONVENTION, Spokane, Wash., Feb. 5, 6, 7, 1930. 
E. E. Lucas, sec., Hutton Bldg., Spokane, Wash. 

PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
ConvenTIon, April, 1930. Place to be announced later. 
C. L. Thompson, sec., Canyon, Tex. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE As- 
SOCIATION, INc., CONVENTION AND ExursiTion, Atlantic 
City Auditorium, Atlantic City, N. J., Feb. 11, 12, 13, 14, 
1930. Sharon E. Jones, sec., 610 Wesley Bldg., Philadelphia. 

South Dakota Retait HARDWARE ASSOCIATION CON- 
VENTION, Sioux Falls, Feb. 4, 5, 6, 1930. Charles H. Casey, 
manager, 2344 Nicolett Ave., Minneapolis. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
ConvENTION, February, 1930, exact date and place to be 
announced later. H. L. Boyd, sec., Spring Arcade Bldg., 
541 South Spring St., Los Angeles. 

SOUTHERN HARDWARE JOBBERS’ ASSOCIATION AND AMERI- 
CAN HarpwARE MANUFACTURERS ASSOCIATION JOINT CON- 
VENTION, Galveston, Tex., April 7, 8, 9, 10, 1930. Sidney 
St. J. Eshleman, sec., 704 New Orleans Bank, Bldg., New 
Orleans, La. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT As- 
SOCIATION CONVENTION, comprising the State associations 
of Alabama, Florida, Georgia and Tennessee, Atlanta, Ga., 
May 13, 14, 15, 1930. Walter Harlan, sec., 701 Grand The- 
atre Bldg., Atlanta. 

Texas HarpDWARE AND IMPLEMENT ASSOCIATION CON- 
VENTION AND EXHIBITION, Houston, Jan. 21, 22, 23, 1930. 
Dan Scoates, sec., College Station. 

VIRGINIA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Jefferson Hotel, Richmond, Feb. 13, 14, 1930. Thos, B. 
Howell, sec., Richmond. 

WEs?’ VIRGINIA HARDWARE ASSOCIATION CONVENTION AND 
ExurBition, Huntington, W. Va., Jan. 21, 22, 23, 1930. 
James B. Carson, sec., 315 Mutual Home Bldg., Dayton, O. 

WESTERN RETAIL IMPLEMENT AND HaArpwareE Assoctia- 
TION CoNVENTION, Kansas City, Mo., Jan. 21, 22, 23, 1930. 
H. J. Hodge, sec., Abilene, Kan. Western Hardware Show 
in connection; L. W. Shouse, Kansas City, Mo., in charge. 

WISCONSIN RETAIL HARDWARE ASSOCIATION CONVENTION 
AND Exuisition, Auditorium, Milwaukee, Feb. 4, 5, 6, 7, 
1930. B. Christianson, sec., Stevens Point. G. W. Kor- 
nely, exhibit manager, 1476 Green Bay Ave., Milwaukee. 
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WASHINGTON NEWS LETTER 


committees of business interests set up. 
The executive committee will act as a 
connection between the Federal gov- 
ernment and business to see that the 
programs determined upon will be car- 
ried out, and to keep business and the 
government informed of conditions 
throughout the country. 

Total estimates of expenditures by 
industries for 1930, based on reports 
made to the conference, reach an ag- 
gregate of between $19,000,000,000 and 
$20,000,000,000. gfanifestly some of 
the expenditures are of a normal char- 
acter. However, some are unusually 
large. The fact, however, that there 
is no intention on the part of business 
to curtail building, improvement, mod- 
ernization, expansion, and other pro- 
grams is in itself altogether significant 
and heartening. It reflects the “go- 
ahead” attitude of business rather than 
what appeared recently and tempo- 
rarily to have been a tendency in some 
lines to curtail expenditures with all 
that would imply in the way of less- 
ened production, employment, and pur- 
chasing power. The fact is that the rail- 
roads, public utilities, the steel indus- 
try, and other large interests, and Fed- 
eral, State, and local governments, not 
only are going to proceed with expendi- 
tures as originally contemplated, but 
actually will in some instances greatly 
increase them and add to the healthful 
tone and assurance that business activ- 
ity and employment will be continued. 
The conference took President Hoover 
at his word when in his address open- 
ing the meeting he said the solution to 
the present problems lies in “one good 
word—work.” Business proposes to 
work and pledged itself to support the 
programs mapped out. 

The report on the hardware industry, 
made by Mr. Stone, was the only one 
submitted for that industry, but reflect- 
ed the position not only of the manu- 
facturing end but also of the whole- 
saling and retailing units, it was de- 
clared. There were a number of repre- 
sentatives of the different hardware 
lines present at the conference. Presi- 
dent Stone of the American Hardware 
Manufacturers’ Association, who is also 
vice-president of the Stanley Works, 
was accompanied by Secretary Charles 
F. Rockwell of the association. The 
National Council of Traveling Sales- 
men was represented by its president, 
Seymour N. Sears, vice-president of the 
Tucker Co., New York. 

After the opening address was deliv- 
ered by President Hoover, there fol- 
lowed addresses by Secretary of Com- 





(Continued from page 70) 


merce R. P. Lamont, Assistant Secre- 
tary of Commerce Julius Klein, and 
Julius Barnes, the latter acting as 
chairman of the conference. Secretary 
Lamont pointed out that the principal 
contribution business organizations 
could make to continued prosperity 
would lie in maintenance of normal 
buying of materials and equipment. 
Dr. Klein pointed to the increased or- 
ganization of business, and said that 
its possibilities of effective cooperation 
constituted a guarantee against reces- 
sions of importance. 

Dr. Klein took occasion to pay a 
splendid tribute to the trade press of 
the country. 

“A further factor contributing 
toward the success of any such under- 
taking as that which is now engaging 
the attention of business leaders every- 
where is the vastly improved quality 
and increased influence of the trade 
press,” said Dr. Klein. “It was but a 
short while ago that the resources of 
a very few large corporations permit- 
ted of any considerable collection of 
reliable trade and industrial data. To- 
day the keen acumen of our trade edi- 
tors and their expert staffs has made 
the sequestration of any important eco- 
nomic facts very difficult, if not impos- 
sible.” 

Since he was addressing not only im- 
portant business leaders, but also ex- 
ecutives of trade associations repre- 
senting organized business, Dr. Klein 
called attention to the fact that one of 
the members of the President’s recent 
conferences made the highly significant 
comment that in the present situation 
“we should emphatically not overlook 
the status of ‘the little fellow’—espe- 
cially the small storekeeper.” 

Dr. Klein said that unquestionably in 
sheer numbers, if not in volume of op- 
erations, they exceed any ‘organized 
groups. Furthermore, he added, they, 
more than any other single element in 
the business community, are constantly 
and intimately in contact with the 
mighty army of consumers. 

Continuing, Dr. Klein said: 

“Perhaps your response,.as trade 
association executives, may be resolves 
to proselytize at once for memberships 
among the hordes of this outer fringe. 
But that will by no means take care 
of the situation. Admittedly many of 
these small retailers ought not to be in 
business at all. One way that un- 
pleasant truth could be brought home 
to them would be by some such effort 
as that which was made in Louisville 
by the local business community and 
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the Department of Commerce. The 
costly perils of careless retailing and 
the essentials of success in that precari- 
ous field were brought home to hun- 
dreds of non-members of any trade 
groups. They are carefully shown the 
appalling losses involved in the fact 
that thirty grocery stores failed in that 
city each month and thirty-two new 
ones were opened up. Much could also 
be learned from a recent analysis of the 
restaurant business of Kansas City by 
the Department of Commerce, which 
showed that out of some 1080 such 
establishments doing business there in 
1928, 551 went out of business before 
the end of the year, and almost exactly 
the same number of new ones were 
opened up. 

“These are the types of distribution 
losses which must be analyzed sympa- 
thetically but completely with the col- 
laboration of all elements of business, 
whether organized or not, in each com- 
munity. 

“There are other aspects of distribu- 
tion wastes, each of which should be 
carefully weighed as a factor in devel- 
oping strength- for the future advance 
of business. One of these which espe- 
cially merits careful attention is that 
of retail credits. It is gratifying to 
learn that the National Retail Credit 
Association, speaking for over a thou- 
sand branches controlling the credit 
records of practically every one of the 
27,000,000 families in the country, is to 
launch an educational campaign on the 
great value of prompt settlements of 
accounts, not simply to retailers but 
especially to the consumers of the na- 
tion. If the present average turnover 
period in charge accounts of some 
seventy days could be shortened to such 
an admittedly fair interval as, say, 
forty days, the resultant values by 
saving in interest charges and by gen- 
eral acceleration of the business of the 
nation would run into hundreds of mil- 
lions of dollars. 

“In a word, the situation calls neither 
for sudden outbursts of excessive buy- 
ing under the erroneous impression that 
such abnormally accelerated consump- 
tion will help prosperity, nor, on the 
other hand, is it necessary to indulge 
in undue frugality in spending. The 
outlook will be promising if buyers cul- 
tivate normal sobriety—neither hoard- 
ing nor extravagance. So, too, the 
prospect can most certainly be strength- 
ened into assured promise if business 
will do its part to get away from emo- 
tional extremes and get down to these 
brass-tack realities.” 
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THE 
TOLEDO HORSE 


is available in several sizes 
ranging from 18” to 60” in 
height. The uses in the shop, 
warehouse, factory or home 
are without number. They 
are especially convenient 
about all sorts of construc- 
tion work. 


Absolutely rigid. Will sup- 
port enormous loading 
without swaying. They 
can be used with any 
handy piece of lumber 
and require no expert ad- 
justments of any kind. 


You will be able to sell 
these horses to any class 
of trade. 






Patent Pending 



















Fully 
Collapsible 















Write for Particulars 














Attachment of frames is as The 
Note how compactly they simple as walking up-stairs. Toledo Pressed Steel 
fold up when not in use. te = Company 


Toledo, Ohio 


Steel Sheets (i; 


THAT GIVE MAXIMUM RUST-RESISTANCE! JS 


























Highest quality steel sheets forthe engi- Black and ae aes hits eeeliin 
neering, railway, industrialand general _—_Rust-resisting Copper Steel Sheets, Tin 
construction fields. This Company is and Terne Plates adapted to all known 
the largest and oldest manufacturer of — uses. Sold by leading metal merchants. 


rhe products of this Com- ; eR sic een 

pany represent highest stand- DISTRICT SALES OFFICES: 

ards of quality and service. Chicago, Denver, Detroit, 
oa Cincinnati, New Orleans, 


Made right—sold right. New York, Philadelphia, 
CONTRIBUTOR TO—— Pittsburgh, and St. Louis. 


sueetsteeL STEEL SHEETS for Every Purpose = smetscce 


TRADE EXTENSION COMMITTEE 








Manufactured by 


) pmerions Sheet and Tin Plate Compan my. 


iN General Offices: Frick Building, PITTSBURGH, PA. 


SUBSIDIARY OF 












2 UNITED STATES STEEL CORPORATION 














PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES : Pepentalle Servios 
AMERICAN BripGe COMPANY CARNEGIE STEEL COMPANY ILtrnors STEEL COMPANY THE LORAIN STEEL COMPANY 
AMEKICAN SHEET AND TIN PLATE ComPANY CYCLONE FENCE COMPANY MINNESOTA STEEL COMPANY TENNESSEE COAL, IRON & R. R. COMPANY 
AMERICAN STEEL AND Wire COMPANY FEDERAL SHIPBUILDING AND Dry Dock COMPANY NATIONAL TuBE COMPANY UNIVERSAL PORTLAND CEMENT COMPANY 


Pacific Coasi Distributors United States Steel Products Company, San Francisco, Los Angeles, Portland, Seattle, Honolulu. Export Distributors—United States Steel Products Company, New York City 
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BECKLEY ~— RALSTON 
» 


STROKE ga VERS 


NIBLICK 


HE “biting click” of 

the niblick is music to 

the ears of Mr. Golfer. 
Here at last is a club with 
which the average golfer can 
control those high approach 
shots that stop dead to the 
cup. 


BECKLEY - RALSTON - 


STROKE 
SAVERS 


With square tapering grips 
—short steel shafts—perfect 
balance, they bring relaxa- 
tion and confidence to all 
shots within 50 yards of the 


pin. 
Nationally Advertised 


Displaying Beckley-Ralston 
Stroke Savers, immediately ties 
you to our program of na- 
tional advertising in The 
Saturday Evening Post — \ 
Colliers and all leading golf 
papers. We are selling the 
golfing public the Stroke Saver idea— 
you can cash in by supplying the clubs. 


Matched Sets 


The matched set of 4 
Stroke Savers—Putter, 
Approach Cleek, Chip- 
per and Niblick is a 
worthwhile unit of sale. 
Golfers are buying this 
set—dealers are 
profiting. Write 
us for interesting 
proposition. 

























|e l. XC RSX 7 
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The BECKLEY-RALSTON CO. 


Manufacturing Division 


45 W. 22nd St., CHICAGO, U.S.A. 














Let’s Assure the Future for Fishing 
(Continued from page 52) 


Speculating further on the habits 
of people, it is interesting to note 
the tremendous increase in public 
expenditures devoted to such games 
as golf, football, baseball and hockey. 
Public interest in these sports is sig- 
nificant. First it proves that America 
is becoming more and more a sports- 
loving nation. Millions of dollars 
are spent for sports today which a 
generation or two ago were un- 
dreamed of. As time passes it is rea- 
sonable to anticipate even a greater 
interest in sports, which means much 
to anyone engaged in the sporting 
goods business. 

We find, for example, that in 1907, 
$8,995,800 was invested in golf 
grounds and equipment. In 1927 this 
figure had increased to $728,000,000. 
In 1900 two million people attended 
football games. Figures for 1927 
showed an attendance of around 
20,000,000. In 1900 one and one-half 
million people attended baseball 
games, and in 1927 attendance was 
in the neighborhood of 12,000,000. 

So it is evident that the fishing 
tackle industry must look carefully 
ahead to maintain its position in this 
constantly changing pattern of sports 
interest, and the first step in that di- 
rection is having an adequate sup- 
ply of fish in our lakes and streams. 

President Hoover’s entrance into 
fishing, I believe, did more to dignify 
the sport than anything which has 
occurred since the advent in fisher- 
men’s ranks of Grover Cleveland. 
Mr. Hoover also has devoted con- 
siderable of his time and thought to 
our fish supply. His idea of rearing 





ponds in which small fish could be 
kept until of fair size was a valuable 
contribution to propagation. Sup- 
pose we were to take our children of 
kindergarten age and put them out on 
the streets to care for themselves; it 
would be comparable to liberating 
small fish into lakes and streams 
where they become food for larger 
fishes, as formerly was done. 

How would the loss of fishing 
tackle sales affect the merchants? To 
find the answer it is necessary only 
to learn the relative importance of 
tackle sales as compared to sales of 
other lines. The 1928 sales of tackle 
and associated merchandise were 
$24,000,000, more than one-third, in 
dollar value, the sales of hunting 
equipment for the same year ; or com- 
prising one-fourteenth part of the 
entire sales of sporting and athletic 
goods for that period. Remove that 
part of your sales total and you will 
discover that the profit has dis- 
appeared and left a red entry in its 
place. That is how the failure of 
angling would affect the merchant. 

But there is no need for angling 
to become a forgotten sport. Arti- 
ficial propagation has proved entirely 
practicable and inexpensive. A con- 
tribution of no small proportions 
could be made to our fish supply by 
the complete cessation of stream pol- 
lution. The way out of the condi- 
tion into which our fish supply has 
lapsed is entirely clear. The diffi- 
culty in taking it has so far been the 
lack of interest, or only mild curi- 
osity, of dealers who should be lead- 
ing the way. 





Retail Trade Is Stimulated by Holiday Purchases 


“Calmness has followed speculative hys- 
teria, public sentiment has strengthened, 
there is a wholesome disposition to ap- 
praise the general situation with a closer 
regard for the actual facts, and economic 
adjustments are continuing without dis- 
order,” says R. G. Dun’s Review. 

“The interruption of a holiday tended 
to accentuate the quieter commercial con- 
ditions, while seasonal influences, including 
the near approach of yearly inventorying, 
also have operated to restrain activities in 
some channels. Conversely, preparations 
for Christmas trade have imparted stimu- 
lus to the retail turnover, and ordinary 
distribution in various sections has re- 
sponded to the impetus of colder weather. 


| It is the more natural now, in view of 





the late severe unsettlement on securities 
exchanges, to witness irregularities in busi- 
ness, but the belief is spreading that the 
retrograde movement may not be of pro- 
tracted duration.” 

Bradstreet’s report states: 

“Trade and industry appear more ir- 
regular, in that gains in retail trade, pro- 
ceeding from more seasonable weather and 
the opening of holiday buying, contrast 
with a fairly well maintained volume of 
wholesale and jobbing trade, in which fill- 
in business constitutes the larger volume 
of purchasing. Against this is to be set 
a further quieting in industry, which as 
usual apparently prefers to meet the in- 
ventory period with reduced supplies of 
goods and materials on hand. 
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Should the Traveling Man 
Make Collections ? 


(Continued from page 53) 


greeted in the old, friendly way. He 
always inquired whether I had made 
a change or if the personnel of my 
house had, and upon my denial he 
continued to pass me up for business. 


There are some accounts I should 
prefer to have take the usual course 
and let the credit department collect. 
(These are usually the houses where 
the goods are bought by one man 
and bills paid by another.) Yet there 
are accounts that I much prefer to 
collect myself. But it has been the 
custom of our credit department for 
years to let each man peruse the de- 
linquent list and then pursue the 
method suggested by him. There is 
no one better qualified to give judg- 
ment as to the approach in each case, 
and if through this an account is lost, 
the blame cannot be laid at the door 
of the credit department. 


There is one principle which is 
firmly laid and that is: Never apolo- 
gize for your house. Should you 
run up against a letter from the credit 
department of your house that seems 
to be offensive, it is far better to rea- 
son it out and prove that the letter 
was justified and that the customer 
in not having taken care of his ac- 
count on time laid himself open for 
such a letter. If, on the other hand, 
you say the house was wrong to send 
such a letter, and he feels very much 
the same way, it is probable that you 
will not only lose the account but find 
it very difficult to open it again. 


Prospects Are Good for 
Excellent Toy Trade 


Banks report that Christmas savings ac- 
counts released Dec. 1 are larger than they 
have ever been, making a large amount 
of ready cash available for Christmas pur- 
chases, a generous portion of which will 
no doubt be spent on toys. 

January inventories will give the first 
indication of how the toy industry weath- 
ered the situation. Until that time manu- 
facturers will not know definitely how 
they will face the new year—whether there 
will be an active demand at the New York 
Toy Fair in February, due to holiday 
clean-up of merchandise, or whether re- 
trenchment will be the order of the day. 
Brisk November sales on holiday toys in 
the retail stores present a most encourag- 
ing prospect. 











Gilbert 


1807 
BASE ALARM IN NEW CRACKLE FINISH 
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No. 4614 


Gilbert’s base alarm, already well known for its beauty, reliability and 
unique concealed alarm feature, can now be supplied in Red, Blue or Green 
with the increasingly popular crackle finish. Fitted with 3%4-inch white dial 
and 40-hour lever movement with alarm. 

Height 4% inches. Width of base 4% inches. 


Write for information on the complete Gilbert line—we 
will be glad to submit illustrations and full details. 


WILLIAM L. GILBERT CLOCK CO. 


Chi Office: Main Office: New York Office: 
10 S. Wabash Ave. WINSTED, CONN. 200 Fifth Ave. 

















Whom will. Daddy buy 


the electric train for 
this Christmas ? 


Right now it looks like a 50-50 prop- 
osition. Dad is just about as inter- 
ested as Junior. Men never quite 
lose the romantic touch that a well 
constructed toy gives—even a gray- 
haired woman looks with interest at 
a doll. 


But the Kids Themselves 
Are Your Best Salesmen 


Give your toy line prominence, both 
in the store and in the windows. 
Make TOYS a source of profit 
throughout the year. 


KEEP TOYS CONSTANTLY ON DISPLAY 
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off th® Nail Ke 


Little yarns that others have laughed 
over culled from various sources: As a 
contemporary puts it: “Some of them 
have been copied, the rest will be.” 












¥ 


Landlady: “You always sing while |.up hill and down hill, through jungles 


you're taking your morning shower, Mr. 

Gray. Why do you do that?” 
Soarder: “The bathroom door won't | 

stay locked.” 





Father: “I though that a night club 
was the very last place a daughter of 
mine would go to.” 

Daughter: “It usually is, father. 





EE. 


“What am I arrested for?” asked the 
corrupt voter. 

“You are charged,” said the officer, 
who was entering the arrest in the sta- 
tion house ledger, “with having voted 
eight times.” 

“Charged, hey?” muttered the 
prisoner. “That’s queer, I expected to 
be paid for it.” 





“Would you like a sonata before 
dinner ?” 

Her guest gave a start of surprise 
and pleasure. 

“Thank you,” he replied, “I had a 
couple on the way here, but I think 
I could manage another.” 





Employer—You're a wonder. How 
did you get rid of all that broadcloth 
we had? 

Clerk—I sold it to the fat woman. 

Employer—But how did you do it? 

Clerk—Oh, I just called it “narrow- 
cloth” instead of “broadcloth.” 





“I’m leaving Saturday night,” said 
the boarder. “Such dirty towels—a rim 
around the bathtub, and never any 


soap.” 
“Well,” said the landlady, “you have 





a tongue in your head, haven't you?” 
“Ves,” he admitted; “but what do | 


you think I am—a cat?” | 





The teacher was trying to give her | 
pupils an explanation of the word “per- | 
severance.” 

“What is it,” she asked, “that carries | 
us along rough roads and smooth roads, 


and swamps and raging torrents?” 
There was silence, and then Tommy 
raised his hand. 
“Please, teacher,” he said, “there ain’t 
no such car.” 





Artist—“Have you had any ex- 
perience with etchings?” 

Jewish Artist—“Not since Abie had 
eczema.” 





Mrs. W.—‘Nora was the butcher im- 
pudent again when you _ telephoned 
your order this morning?” 

Nora—‘“Sure, but I fixed him this 
time. Oi, sez, ‘Who the hell do ye 
think ye’re talkin’ to? This is Mrs. 
W. talkin.’ ”’ 





Census taker—Your husband's name, 
please. 

Mrs. Grogan—Pat. 

Census Taker—I want his full name. 

Mrs. Grogan—Well, sor, when he’s 
full he thinks he’s Gene Tunney, but 
whin oi lays me hands on ‘jm, he’s just 
plain Pat again. 





Manager (to neglected diners) : “Can 
you identify the waiter who started 
serving you, sir?” 

Diner (indicating plate): “Well— 
we've got his fingerprints !” 





A dapper young squirt came fussily 
into the drug store and demanded a 
good deal of attention for some trivial 
purchase. The lumbering old druggist 
stood for his impertinence good 
naturedly. Finally the customer said: 
“And get me some insect powder— 
that’ll work, mind you.” 

The druggist appeared to meditate, 
looking the young man over. “’Fraid I 
can’t sell that to you sir. I don’t want 
to get into trouble.” 

“Trouble?” shrilled the young man, 


\“what do you mean, trouble?” 


“Been an awful lot of suicides lately,” 


| was the reply. 





Irate Father — “I can see right 
through that chorus girl's intrigue, 
young man.” 

Lovesick Son—‘T know, dad, but they 
all dress that way nowadays.” 





The rolling-pin throwing contest was 
won by Mrs. W. H. Upsall, who threw 
the rolling-pin 67 ft. Mr. Upsall won 
the 100-yd. dash for married men. 





A group of traveling men were 
swapping lies about their radios in a 
Smith Center drug store. An old man 
had been listening silently. 

“Got a radio, old man?” asked one 
of the drummers. 

“Yeah,” replied the old fellow. “I 
got a little two-tube affair. It’s a pretty 
good one, though.” 

“Can you tune out these little sta- 
tions with it?” 

“Well, I was listening toa quartet 
the other night, an’ I didn’t like’ the 
tenor, so I just tuned him out and lis- 
tened to the three of em.” 





“Dear, dear, you. mustn’t play with 
daddy's razor, baby. Mother has a can 
of peaches to open.” 





She came into a police station with a 
photograph in her hand— 

“My husband has disappeared,” said 
she. “This is his photo.” And she 
handed Exhibit A to the inspector. 

“I want him found at once,” she 
added. 

The inspector looked up from the 
photograph. 

“Why?” he asked. 





The archbishop had preached a splen- 
did sermon on the beauties and joys of 
married life. Two old Bridgets waddled 
slowly out at the close of the service. 

“Ah, ’twas a fine sermon his rivrince 
was after tellin’ us.” 

“Indeed it was. An’ I wish I knew as 
little about it as he does.” 
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Popularity of One-Family Dwellings 
Has Declined in Recent Years 


According to figures on 65 identical cities compiled by 
the U. S. Bureau of Labor Statistics, the percentage of 
families provided for in one-family dwellings has fallen 
from 43.4 per cent in the first six months of 192Z to 27.8 
per cent in January to June, inclusive, 1929. In the 
same period the percentage of families provided for in 
two-family dwellings decreased from 22 per cent to 9.8 
per cent, while the percentage housed in apartment 
houses rose from 34.6 to 62.3 per cent. 

Building permits calling for a total expenditure of 
$1,421,106,688 were issued in the first half of 1929 in 
the 85 cities of the United States having a population of 
100,000 or over. For all classes of new buildings com- 
bined, this represented an increase of 0.3 per cent over 
the corresponding period of 1928. The amount called 
for in all non-residential building permits was 6.6 per 
cent higher than in the corresponding period of 1928, 
while the valuation of permits for public buildings in 
1929 was nearly 5 times as large. 

The cost of residential building, which represented 
64.1 per cent of the total for January to June, inclusive, 
1929, showed a decrease of 1.3 per cent. Apartments 
accounted for $353,284,280, hotels for $243,345,689 and 
one-family dwellings for $212,357,370. 

New permits issued in the first six months of 1929 
provide for dwelling places in new buildings for 130,- 
256 families, compared with 147,249 in the correspond- 
ing period of 1922, and 207,394, the peak reached during 
the first half of 1925. 


Survey of Electrical Refrigerator Sales 
Is Planned in January 


A survey of electrical refrigerator sales will be under- 
taken by the Electrical Division of the Bureau of 
Foreign and Domestic Commerce, at the request and with 
the cooperation of the National Electrical Manufacturer’s 
Association. It is planned to start the survey Jan. 1, 
1930. Questionnaires are to be sent to a list of some 
20,000 dealers which is being prepared by the industry. 

It is expected to tabulate the results according to 
wholesale areas, thus giving manufacturers, advertisers, 
distributors, and dealers information relative to stocks 
held and sales made in each such distributing area. It 
is pointed out that this will enable manufacturers not 
only to compare their own figures each quarter with the 
totals for the industry, but also, after a series of quarter- 
ly reports is obtained, to plot the trend, so that they 
will have a scientific basis for production schedules and 
raw material purchases. 


Simplified Practice Is Effective on 
Forged Tools 


The division of simplified practice of the Bureau of 
Standards, Department of Commerce, has announced 
that the revised simplified practice recommendation No. 
17 on forged tools, will be considered as effective from 
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Quality 


readily yon A 
7» FAI RMOURNT 
Hammers 






Mechanics look at Fairmount 
Hammers, pick them up, 
and are quickly convinced that 
here are hammers possessing 
balance, high quality and 
utility. Fitted with seasoned 
hickory handles, perfect in bal- 
ance, drop-forged for long, 
hard usage, they are easily the 


Ball Pein Sizes 


2 oz. to 3 Ib. outstanding hammers on _ the 
Engineer’s Hammer market. When you sell them, 
1Y Ib. to 4 Ib. 


you are'sure of selling the best. 


Order From Your Jobber 


FAIRMOUNT! 


TOOL € FORGING Co 


10611 QUINCY AVE, CLEVELAND, OHIO 





a TOOLS GIVE SERVICE AND a 7 














The Spring Buying Number 
of HARDWARE AGE 
will be published on 

February 6, 1930 


iy 
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KEY BLANKS 


This Company has long been known as the leading manu- 
facturer of key blanks and key machines. Completeness of 
the line —quality of the product and quick service from 
reasons why the ILCO 


accepted as the 


key blank. 


our branch offices are. 







is everywhere, 


standard 


INDEPENDENT LOCK CO. 
FACTORY AND GENERAL OFFICES AT 
FITCHBURG - - MASS. U.S A. 























COLORED 
GLASS KNOBS & PULLS 
NOW ... they'll sell even faster 














Here’s a real salesman! 
E stands neat and trim, right up on top of your sales 
counter. He catches the eye of your customer, shows 
him all the colors. you carry . . . and almost com- 
pletes the sale himself! Mr. Tegco comes in this new display- 
container, ready to go to work for you the moment he enters 
ycur store. 
Assortment No. 129 
Contains 12 dozen knobs and 6 dozen pulls to match 
Weight packed for shipment 35 Ibs. 
If your jobber is not prepared to 
serve you, write to us for the 
name of the nearest distributor 


Manufactured exclusively by 


TECHNICAL GLASS CO., Ine. 


2025 E. 48th St. 296 Broadway 
Los Angeles, Cal. New York 























July 1, 1929. Signed acceptances from a sufficient num- 
ber of manufacturers, distributors and users of forged 
tools to insure the general adoption of the revised simpli- 
fication program, prompted this announcement. 

This simplified practice recommendation was instru- 
mental in reducing the number of weights, sizes and 
types of forged tools from 665 to 369 or 44 per cent. 
Forged tool eye sizes were also reduced from 120 to 
10, or 91 per cent. 


Cooperative Buying by Farmers Is 
Gaining in Favor 


The Farmer’s Cooperative Association purchased ap- 
proximately $300,000,000 worth of goods in 1927, zc- 
cording to a report from the Department of Agricul- 
ture. In 1928, it was reported the cooperative buying 
showed an increase over 1927, and at least three farmers’ 
cooperatives handled a total business of $10,000,000 
apiece, while two others handled over $4,500,000 and 
nine others at least $1,000,000 apiece—Trends and In- 


dications. 


Comments On Combining of Hardware 
Age and Hardware Dealers Magazine 


The following editorial appeared in a recent issue of 
“Suggestions,” the interesting house organ of the 
Townley Metal & Hardware Co., Kansas City, Mo. 
“Suggestions” is edited by R. F. Townley and is issued 
ten times a year, in the interest of the retail hardware 
trade. 

» HARDWARE AGE EXPANDS 


Now that Harpware AGE has absorbed the Hardware 
Dealers Magazine, we hope that we will have a number 
of consolidations of this sort. Like many other good 
things, there is a superfluous supply of good hardware 
publications. One cannot possibly read them all. Each 
month there comes to my desk six or eight of which 
probably two will be taken home and read. In this in- 
stance we have two of the best ones consolidated and 
the resultant magazine should, if the forerunner is any 
indication, be the last word in hardware publications. 
for what two magazines could be found that would have 
more of interest to the industry than HarpwarE AGE 
and the Hardware Dealers Magazine? 

Published by two brothers, these two publications re- 
flected their personalities and their particular interest in 


| the hardware field. 


To the new and greater HARDWARE AGE we then offer 
our congratulations and hope that it will be even more 
what it always has been, namely the greatest national 
hardware publication. 
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What, No Satisfied Customers ? 


Reprinted from Direct Reflections 
published by 
James F. Newcomb & Co., Inc. 


‘i philosopher, reporter, or (who can tell) copy- 


writer who first reasoned that “anticipation is 80 per 
cent of realization” was wise in the ways of the 
world. 

Mr. and Mrs. Andy Consumer are proving the soundness 
of that theory under our present system of buying and 
selling, and particularly since years ago instalment selling 
came forth to speed up the process of bringing anticipation 
to the point of realization. 

Today instalment selling is part and parcel of the scheme 
of things. It is here body and soul, and each year it 
mortgages a goodly proportion of Mr. Consumer’s con- 
templated income. This ever-patient individual has learned 
to spend money in the future. When he contemplates his 
yearly budget, he deliberately sets aside so much in the 
cold hard cash of future income as tribute to the time 
payment man. And this sum represents just so much 
currency that will not be available for other purchases. 

However, this preamble may be beside the point. The 
system keeps the coin of the realm flowing hither and 
yon from one pocket to another, which is, after all, what 
the government makes it for. 


B UT the same twist in human nature that causes some 
men to become flag-pole sitters and other to edit encyclo- 
-pedias plays upon the machinery of instalment buying. 
After the first payment has placed a piece of merchandise 
in their home, Mr. and Mrs. Andy Consumer no longer 
feel quite so happy about paying for it. They pay, of 
course, but the 80 per cent of realization has disappeared, 
and as one eye watches the money disappear from their 
pockets the other eye watches the unit of merchandising 
growing shabby. 

Finally the day comes when the last check is cuales off. 
Mr. and Mrs. Consumer stand arm in arm and gaze upon 
the piano or radio or sedan or electric refrigerator. Shabby ? 
Well, yes, here and there. Weak in the knees? Yes, but 
the service man is willing. 

Andy performs a little shuffling dance. Whoopee! At 
last it’s theirs. They own it now, lock, stock and barrel. 

The next night Andy comes home looking worn and 
forlorn. He tosses the evening paper across to Mrs. Andy 
and her eyes pounce upon a full page advertisement of the 
Whoozis Radio Company proclaiming that another new 
model is on the market. 


Te new model has twenty-eight new gimmicks and a 
new’ patented thingumabob, and it is absolutely the ultra- 
ultra of all the latest scientific development, research, and 
so on and so on. Reading between the lines of that adver- 
tisement there seems, to Mr. and Mrs. Andy Consumer, 
to be a note of sarcasm. 

Andy says, “Hum, another new model.” 

Mrs. Andy says, “Yes, so I see.’ 

And later, after the dinner dishes have been cleared away, 
they go into the living-room and immediately begin to get 
dissatisfied with the radio they had finally paid for the 
previous day. 

Sometimes the situation is more drastic and the announce- 
ment of the new model appears before the old model is 
paid for. Sometimes Hades arises from its accustomed 
place in the bowels of the earth, and simultaneously with 



















“Mind My W ords—Today 
I’m Buying a Farrand Rule” 


The FARRAND RAPID RULE 


is no bundle of flimsy sticks—yet it is more rigid 


than a wooden rule. It is not a 


limp tape,—yet 


it measures around curves with equal facility. 


Thousands of carpenters and mechanics all 


over the world are buying 


THE MODERN TOOL FOR MODERN 


CRAFTSMEN 


which coils in a small holder of vest-pocket size. 
Are you prepared to demonstrate this rule to your 


customers? 


Distributed through Wholesalers 


Manufactured by 


HIRAM A. FARRAND, Inc., Berlin, N. H. 















Guaranty Tag 
on every wrench 


OR TWO REASONS this set 





profit 
maker 


of six genuine 


Oswego Stillson Wrenches is a profit-maker for 


the dealer. 


First, because the set of six will sell as easily as a 


single wrench, increasing turnover. 


Second, because the strong, handy box makes the 
set easy to demonstrate and is ready for immediate 
parcel post shipment to out-of-town customers. 


Ask for leaflets describing this set. 


The Oswego Tool Company 


Oswego, N. Y. 
Established 1887 


Incorporated 1893 
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Applied For — y 


A continuous steel rod and electro welded frame 
make the APEX Screen rigid and durable. 


APEX Screens are furnished in six sizes, with 


| “Metal f , 


ae 
WindowScreens 
IN COLORS 


Distributors and Dealers 
write for Sample and Prices 












Enlarged section shows the 
double locking feature of this 
all-metal window screen. 





Black, Galvanized or Bronze Wire Cloth. 
Frames in Baked Enamel Colors. 
Made by 


S. & AsyMetal Products,Go., Inc. 
SS SYRACUSE, N.Y. 


421-427 Oneida St. 


RITE for Water 

System Catalog 
K which gives 
complete informa- 
tion on Deming 
Shallow and Deep 
Well Water Sys- 
tems for practically 


FIGURE 1809 ll . 

a requirements. 
Deming Oil-Rite Shallow Well q 
Power Pumps made in capacities THE DEMING CO. 
of 550 to 3000 gallons per hour. Selon, Giie + Bet. 1O8e 


Starrett 
No. 92 
Dividers 


Forged steel points— 
fine adjustment— 
positive lock — 
Starrett quality— 
that’s what they 
want. 





New Profits Next Year! 


You can increase your business just as 
scores of other hardware men have by 
installing Heller Business Building Store 
Equipment. Heller fixtures actually pay 
for themselves: Let us show you how. 
at clip this ad to your letterhead and 
mail. 


Re tae 


ae kd 
; — se ‘ 


i . gg J 
WC. HELLER & CO, 


MONTPELIER,OHIO N.Y. Office 20 Vesey St. - 500 











the announcement of the new model is the proclamation 
of a staggering price reduction. 

Then it is that Mr. and Mrs. Andy Consumer come to 
feel that they were the original subjects from whom Bar- 
num patterned his famous sucker theory. 

They figure it all out in their own minds that the 
manufacturer, and more particularly the dealer, has played 
a dirty trick on them. They believe the dealer knew at 
the time they bought their radio that a new model was 
planned. Sometimes they even try to get a rebate because 
of the price reduction, and when it is refused they think 
the sort of bitter thoughts that usually are reproduced 
in the comic strips by a collection of stars, pinwheels, 
asterisks and exclamation marks. 

By the time a year has rolled around they do not con- 
sider that their radio was bought when the first payment 
was made. No. sir! They believe it actually was not 
purchased until the last payment was made. 

Months and months later when Mr. and Mrs. Consumer 
are again considering the purchase of a radio or electric 
toaster or a new model sedan, you hear sentences such as 
these flung about their household: 

“Well, let’s wait a while; I think they’ll bring out a new 
model in the spring.” . . . “Martha told me that she heard 
from a friend of Joe’s that the price was coming down.” 

. . “Shall we look at another Whoozis? They have a new 
model out now that—” 

“Well, no,” says Andy. “I think I’d like to see one of 
those new Whatsitsname machines. Their 1932 model just 
came out yesterday.” 


Anp when Andy said, “Well, no,’ his mind subcon- 

sciously was racing back to the day after he had com- 
pleted payments on the first Whoozis that now stands silent 
and more or less obsolete. 

Rarely—oh, so rarely !—do Mr. and Mrs. Consumer ever 
seriously contemplate buying another Whoozis. Rarely do 
they repurchase the same make of automobile, electric re- 
frigerator, piano and similar other articles that are sold 
with benefit of instalment payments. 

Does this indicate that the era of the satisfied customer 
is passing? Have our selling methods become so intense 
as a result of national effort and highly involved selling 
organizations as to remove the personal touch and consider- 
ation that formerly built customer good will? 

Doesn’t it seem as though the modern manufacturer is 
spending too much money and effort on the development of 
new prospects, and not enough on the recultivation of 
actual customers? Once Mr. and Mrs. Andy Consumer 
have bought, ninety-nine manufacturers out of a hundred 
will forget them. 

No effort is made to keep them happy with their pur- 
chase, nor to have them fully appreciate the merchandise 
they have bought. No effort is made to resell them, 
even by activities based on the assumption that they are 
satisfied customers. And yet customers should constitute a 
better potential market than prospects. They have been 
sold once. Theoretically is should be easier and cheaper 
to sell them a second time. Yet rarely does this happen. 

It would seem that instalment selling invokes its penalty, 
and that the continual necessity for new models and im- 
provements, while pleasing to the gods of progress, are not 
so pleasant to the Andy Consumer family. 

Perhaps this is because improvements come faster than 
Andy can absorb them; but more likely it is because the ° 
public is not educated to a full appreciation of their econ- 
omic value. Rarely are the fruits of progress presented in 
a manner designed to leave a good taste in Andy’s mouth. 

And just as the public switches from product to product, 
so do the retailers. It is not at all unusual (sticking to 
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radio) to find a dealer handling one line this season, and 
a different line next season. 

It is our honest belief that too much advertising and 
selling consideration is given to the prospect, and unknown 
quantity, rather than to the customer who has already 
contributed to a manufacturers progress and prosperity. 
We all have known the curse of being forgotten. Each of 
us has had contact with the salesman who is the most 
affable creature in the world—until he has made the sale. 

Statistical departments compile records that tell us that 
the average family buys a new automobile about every 
three years. The manufacturers of automobiles must know 
this, and yet have you ever been solicited by the salesman 
from whom you bought your last car when it is about time 
for you to be in the market for a new one? 

Occasionally one hears of a chap who has his third 
Packard or his fourth Buick or his tenth Ford. And when 
one does, amazement is in order. Yet such incidents 
should be commonplace. The same applies to radios, pianos, 
talking machines, vacuum cleaners, and electric appliances 
of all sorts. 

There is one manufacturer of moving picture apparatus 
who seems to appreciate the theory of happy customers. 
About four years ago we bought his equipment. Since 
that time he has kept us informed of every development 
in the amateur moving picture field. He has sold us 
accessories of one kind and another. And he has brought 
out new models and varied his prices. 

Instead of nursing: a grievance against him, we con- 
sider him the most progressive manufacturer in the field, 
for he has always paved the way for his new models, and 
has always presented them in a manner that seemed to say: 
“Your equipment is still good. Be glad you have it. You 
bought the best four years ago, and it is still the best. 
Naturally time has enabled us to add a few refinements 
in which you may be interested, etc.” 

In: looking around for new fields to conquer, American 
business is missing much of the gold that lies dormant 

fin the pocketbooks of its existing customers. It seems to 

forget that Andy Consumer does not consider a sale closed 
‘after he has made his first “down” payment. Anticipation 
is always present within his breast. 


We heard of a Texas wholesaler who on a visit North 
had his first taste of ice cream. He immediately ordered 
a carload of ice cream freezers. After the freezers were 
safely in stock, he came to a realization that there was 
no ice in that part of Texas. It was before the days of 
artificial ice, so the freezers turned out to be shelf 
warmers. 


Remington Repeating Shotgun 


Many important improvements are said to be embodied in 
this new Bemington No. 29 repeating shotgun. Coil springs are 
used exclusively, there is positive ejection, a cross-bolt safety 
and permanently adjusted trigger pull. This gun is designed 
for field shooting, for water-fowl shooting, and for use at the 





traps. Illustrated is the standard grade, which may be had with 


26, 28, 30 or 32-in. barrel in full choke, modified choke or cyl- 
inder bore. 
shooters. 
manship. 
ie, Be 


There are also two grades made especially for trap- 
The guns have beautiful lines and show fine work- 
Remington Arms Co.,‘Inc., 25 Broadway, New York, 
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Adjustable 
RADIATOR SHIELDS 


A customer comes to you with his radiator 
measurements, takes home some “GE 

Adjustable Radiator Shields, slides 
them out to the right width. That’s 














the ADJUSTABLE FEATURE. No 
special fitting necessary. Also saves 
stock-carrying space for you. Five 


lar sizes adjustable to 
lengths, 11” to 
"Beh & Co., 1140 





handsome finishes—10 popu e 
radiator top widths, 6” to 13 
65”. Retail at $5.00 to $10.00. 
Broadway, New York, . 


Buy from your jobber 
2937 












Two O-CEDAR Deals 


In connection with our big national newspaper cam- 
paign to the consumer covering 100 cities, featuring 
O-CEDAR POLISH, O-CEDAR MOPS and O-CEDAR 
AUTO POLISH, we are offering these exceptional 


profit-making opportunities to the dealer: 
Deal No. 1280 Deal No. 720 





List Price 
1 Doz. No. 4 O-CEDA " a 
Polish Mops ......... $12.00 1 Doz. 15-0z, O-CEDAR 
1 Doz. 12-0z. O-CEDAR AUTO POLISI .. . $12.00 
SPO Shi Siretdalones 7.2 Less 40% ...... 4.80 
Less 33% % 915-40 
Less | arererr errr 6.4 ss 
Price ME vivsviwnes $12.80 Price to YOU.......... $ 7.20 


FRED Doz. 15-0z. O-CEDAR FRED 1 Doz. No. 43 O-CEDAR 
Auto Polish Value $12. Hand Dusters, Value $6. 


ORDER FROM YOUR JOBBER TODAY! 
O-CEDAR CORPORATION Chicago, Iil. 














Good Bottle Cappers 
for Little Money 


That’s why “REX” Junior and 
“REX” Little Giant Bottle Cappers 
are in such demand. 


No screws. No springs. No adjust- 





ments. Thousands in use. Guaran- 

teed. Profitable sellers. “REX”? 

Send for folder and trade-prices. Little 
Giant 





The Rexhouse Mfg. Co., Ine. 
105 Cottage St., Poughkeepsie, N. Y. 


“REX” 


Junior 

















44 Years 


Making 
America’s 
Finest 
Tools 


480 Good Tools 


Hz ammers—c arpenters’, 
engineers’, machinists’, 
ball pein, tinners’, etc. 
Anvil Tools, Tongs, 
Horseshoers’ Hammers, 
Nippers, Pincers, Hoof 
Parers, etc. 


Cold Chisels. 


Champion DeArment 
Tool Co. 


Meadville, Penna. 
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For Hardware Store 
Advertising 


that costs least but produces 


and money— 


The Bunting System 


North Chicago, Illinois 


most, that saves your time 


Consult 








FANS— 


MILLIONS OF THEM 


Golf fans—base ball fans—boxing fans—we're 
a nation of fans. Twelve months a year— 
every day in each week—we’re interested in 
sports, and twelve months a year we create a 
demand for SPORTING GOODS. 


We take our sports rather seriously, and we 
must be well equipped. We're constantly on 
the lookout for better equipment. 


We look in the hardware merchant’s windows, 
and if he has something to show us we’re keen- 
ly interested. 


In the regular sporting 
goods issues of Hardware 
Age — published every 
second issue of the 
month—you will find 
practical ideas and sug- 
gestions for this profita- 
ble department of your 
store. 





















Hardware Age 


239 W. 39th St. - 
New York City 








Tools 


They SELL all through the gar- 
dening season. The Cultivator 
does the work of a hoe, weeder 
and cultivator. Every family 
with a garden needs one. Only 
three sizes to carry. 
“QOUT-U-KUM” Weed Puller 
beats them all. A push and a 
pull and out come weed and en- 
tire root. Wonderful sellers. 













Manufactured only by 
Cc. S. NORCROSS & SONS, 
BUSHNELL, ILL., U. S. A. 





se y 


4 








Now 


More Than Ever Before 


it is essential that you study your Market 
Report carefully and consistently. Every 
important price change in the trade is re- 
corded in these columns weekly. 


The MARKET REPORTS as found in 
HARDWARE AGE are the most authen- 
tic published. 


Use them as a buying guide. 
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Just let them see the 
' CHENEY 


Hammer users need only to lay 
eyes on this wonderful nail-hold- 
ing, nail-placing hammer to get 
that not-to-be-denied desire to own 
one. The number of hammers they 
| already own never weakens their 
determination to get their hands 
on a Cheney NAILER, which 
allows for one-handed nail setting 
“| in high places. 
| Best of all, there is no extra cost 
for the remarkable nail-holding 
arrangement. Every Cheney 
Curved Claw Hammer of 16 oz. 
and up has it. 


| The Cheney NAILER is offered 

exclusively to the hardware trade. 
No chain store carries it. Get in 
on the demand for these handy 
hammers. Display the NAILERS. 


Your customers will do the rest. 





The Cheney NAILER 


se- 
curely holds a_ nail of 
practically any size. After 
it is set with a quick 
blow, the 
weight of the hammer is 
enough to release the nail. 
The NAILER saves time 
and labor as well as a lot 
of bruised fingers. 
























KALORIZED ARMSTRONG ADJUSTABLE DIES 


Friect threading dies 


bving easier sales 


hi ‘ 


None user ‘that Kalorized ARM- 
Genuine STRONG Adjustable DIES * 
N A I L E R _ will cut true, deep, clean 


Mark 


ARMSTRONG 


ADJUSTABLE DIES 


*Kalorized ARMSTRONG DIES can be obtained in a full line of 
sizes. 
Steel, Brass and Copper Pipe; 
Thread Purposes, etc. 





—None better 









‘ that need but 
ittle elbow grease 


+ more repeats 













OUR customer wants Dies 
that give him a perfect job 
every time. Being human, he 
wants this perfect job quickly 
and with as little elbow grease 
as possible. 





You can assure every pipe tool 






threads with but little energy 
and no waste time. 








Kalorized ARMSTRONG  4Ad- 
justable DIES * need less sharp- 
ening—again a saving of time 
and energy. 










They are tough, long-lived 
Dies that seem to thrive on 
work. -Be sure you get the 
genuine, they are only made 
in Bridgeport, Conn. 













Send for Booklet “GC” 


ARMSTRONG MFG.CO: 


UNDED 1869 


or BRIDGEPORT 
KALORIZED 











S. or Whitworth Threads, for Iron, 
and Fine 





Right or Left Hand, U. S. 





Bolt and Rod; Tubing; 
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THE CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warchouses——New York, Chicago, Philadelphis 
Western Factory—Dayton, Ohio 














REFRIGERATOR AND BUILDERS’ HARDWARE 


Combination Padlocks 


STURDY CONSTRUCTION 
SIMPLICITY IN DESIGN 
AND OPERATION 


Better Hardware in Brass 
and Bronze 


Greene Tweed Corp. 
9 Liberty St., Newark, N. J. 








Men Use It 
—because they like it 


EN like the quick, easy application 


1 with a hammer as the only tool. 
They like the smoothness of this—the strongest flexi- | 
SM ‘ ble joint on earth. They like its ready adaptability 
——. to the extra protection it gives the belt ends. ‘‘Never | 
SE. lets go.’’ Common sense tells them that the sec- 
yore” tional steel rocker hinge pin will outlast any § 
HAMMER TO 
“ quantities of all eleven sizes 
Stock it in suitable sizes. 
See your jobber’s catalogue. 


FLEXIBLE STEEL LACING CO. 


4616 Lexington Street Chicago, U. S. A. | 
In England at 135 Finsbury Pavement, London, B. ©. 2 


ry ry ‘ ‘ ‘ ‘ , 
a i a, \ hy. a 
Look for this famous Reg- ‘ 
istered Trade Mark, now 


stamped on uine Alli- 
gator Steel Beit Lacing. 





Get the Right 


Line 


with the aid of the 
CLASSIFIED SECTION 


of 


Hardware Age 


239 W. 39th Street, New York City 
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Our Portable Electric Band Saw 
With Atkins Silver Steel Saw Blade 
Retails at $57.50 Fully Equipped 


This sturdy, one- 
piece Band Saw 
has a solid iron 
frame with  re- 
movable base. 


It is right “Up- 
to-Date” in con- 
struction as well 
Big * wae One ASTING. 
chined and cor- OGRE SATS 
rectly adjusted. @souo sem 
It operates per- @vnon bt . 
fectly and_ the ce 
ATKINS _ Silver . ‘ 
Steel Saw Blade Af 
makes quick . eee 
work of any job. 





BUILT-IN SWITCH 
Special Spring Absorber Preserves Saw 
Blades Against Breakage 
Saw Table Tilts to 45° 


Regular equipment at price mentioned includes 
Y, h.p. motor with belt and pulley. May be had 
with 14 h.p. motor at slight extra cost. An alumi- 
num Saw Guard is supplied when desired at 
$8.50 extra. Send for complete details and prices. 


UP-TO-DATE MACHINE WORKS 
2915 S. Wabash Avenue, CHICAGO, ILLINOIS 








Oval 
Shape 
Fibre 
Keelers 
Mahogany 
Finish 





An All-Year Seller 


This ALMO Oval Fibre Keeler 
is a steady all-year seller for many 
different purposes. 

This Trade-Mark Seamless, odorless, cannot shrink 
On Each Item or expand, swell or fall apart. 
Rust-proof and stain-proof. 





May be used for handling acids, 
dyes, chemicals and all liquids. A 
big seller to Farm trade. Very 
handy for washing fine lingerie 
and other silk garments. As a 
baby bath tub, it is preferred to 
enamel tubs as it keeps a uniform 
temperature longer and is not cold. 


Seven sizes—8 to 51 quarts. 





New Catalog just off the press shows 
full line of over 20 items. A postal 
card will bring you a copy. 














Each tiny re is 

sealed by infusion ain Z * 
ak «ae ae Almo Trading & Importing 
tion making indurated Co.. Ine. 


ALMO Ware _§abso- 
lutely liquid tight. 61 East llth St. 


New York 














The box that 
holds trade be- 
Ht cause of Honest 
paver My Vi. Quality Inside. 


PROTECTION | 





Full count, full 
weight, of good 
honest quality tacks 
in every Atlas box. 
You can be sure of it 
every time you sell 
one to a customer. 








You can also be sure that each customer will 
continue his patronage. Not only because 
he will appreciate the full weight and 
honest quality but because at no time will 
any single Atlas tack give him cause for 
unfavorable comment or reflection. 


When customers buy Atlas tacks they 
remember where they got them. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 





MORE PROFITS FOR YOU 


in the 





Easy to sell be- 
cause your cus- 
tomers will pre- 
fer SKY- 
SCRAPER 
meatness, dura- 
bility and ease 
of handling. 


















SAFEST 
BURNER | 
TO USE 





rt High carbon 
Ee steel and woven 
UNDER 


construction 
makes Sky- 
scraper last 
~ longer. 





| CONTROL 

















Ask your 
jobber or 
write to us. 


SKYSCRAPER RUBBISH BURNER 


EASTERN NAIL COMPANY 
170 Union Avenue, Providence, R. I. 


California Representatives 
PACIFIC SALES COMPANY 














718 Mission Street, San Francisco, Cal. 
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THE ELASTIC TIP COMPANY 


MANUFACTURERS OF 


RUBBER GOODS AND SPECIALTIES 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 
370 ATLANTIC AVE., 


1929 














@ 


f 





BOSTON, MASS. 


J 


MQuality Pays 


The red, white and blue Tape-Marker in 
one of the strands is the manufacturer’s 


GUAR ANTEE of QUALITY 


Your customers will appreciate the Quality in 
Columbian. Write for a combed out sample. 


Columbian Rope Company 
352-80 Genesee Street 
Binwehba:— Auburn, N. Y. “The Cordage City 


New York Chicago Boston NewOrleans Philadelphia 


Columbian 77. "ni, Rope 


ofr CONSTRUCTION 












































"PY REX Oval Dishes 


HESE three sizes in 

small oval dishes are 
fast becoming favorites 
with the trade. No. 400 
is 8 oz., No. 401 is 12 oz., 
and No. 402, 15 oz. 36 to 
the case. Order through 
your jobber. 


























eas 





CORNING GLASS WORKS 
CORNING, N. Y. 
*Trade-Mark ‘‘Pyrex’’ Reg. U. 8. Pat. Off. 











the new SNELL 
Construction Bit 


Made to stand the gaff of 
hard service—designed right 
to cut through wood smooth- 
ly, quickly. Write today for 
illustrated folder and price 
list. 


The customer who seeks STRENGTH in a 
well-made “S” Wrench that is quickly adjust- 
able will find it in the B. & C. That’s why it 
pays to sell it. 


5) BEMIS & CALL CO. 
Bai CG Mass. 











Snell Manufacturing Company, Fiskdale, Mass. 


Sales Representatives 
Joun H. Granam & Co., 113 Chambers St., New York City 


MARK Springfield 














RECOGNIZED 


The World’s Most Practical Hacksaw 


It will pay you to 
know more about 


1 SOLI LDER: 
i REAL METAL Solder 
in Paste Form— 


= Packed in 


Collapsible 


Greatest Soldering Convenience 
Ever Invented. 

Every Electrical Connection 
or Intricate Job Needs ~ 


SOLDERALL. 1 








the famous Cham- 
pion. Write for 
information, and 
learn also’ the 
unique counter 
hack saw display 
—a real sales- 
maker. 


The Forsberg Manufacturing Company 
Bridgeport Connecticut 








“Hack Saw Specialists” 
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Pivot Bearing 


FAULTLESS CASTER COMPANY 


EVANSVILLE. INDIANA. 


Canadian Factory: Stratford, Ontario 




















WOOD SCREWS 


Rivets Roofing Nails Scratch Brush Wire 
THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
George E. Quigley, Detroit 
Milton Pray Co., San Fr isco, Los Angel Seattle 
G. M. Baird & Co., Memphis, Tenn. 














The 


PROFIT in Screen Cloth 
is in the way you CUT IT? 


It doesn’t take much wastage in a roll of screen cloth to 
turn it into a non-profit item. Neither does it take much of 
the clerk’s time in measuring, marking and cutting to make 
a small sale unprofitable. 

That’s why Reynolds Screen Cloth is made with a 


Sun-Red Edge, Self-Measured 


being plainly marked at 6-inch intervals. It’s already 
measured and marked, ready for the shears, guaranteeing 
full roll-usage for you, and a full money’s worth for your 
customer—besides identifying quality screening for your 
trade, and preventing rust under nailing strips. 


il 


Dealers are making new profits in screen cloth through 
Sun Red Edge Black Painted, Copper-Bronze, and AluminA 
—a screen of twice the wear of the ordinary galvanized 
kind. You can do it—with our new sales-building window 
displays. For sale through jobbers only. Write us. 


REYNOLDS WIRE Co. 











The only trade- DIXON 

marked and 

self -measured ILLINOIS 

Screen Cloth , 

made. ; 

| ACN RN icieeheenenean aeeeaieae 
SS AS E MARK REC.U.S. PAT OFF ca geRamiegimgees 
seme Lsheatores 












moon LEI 


& Sons 
























makes for ready salability. 
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_BULL@ FROG __ 
WHEELBARROWS 


Here is a low-priced Bull Frog Garden barrow for home and 
general use that offers a really amazing value at a price that 
Painted a flashy red, attractively 
stenciled, light, and surprisingly strong. Other Bull Frog bar- 
rows, carts, and scrapers for every garden, farm, mill, mine, 
contracting, and industrial use. 


Write for catalog. 


The Toledo 


Wheelbarrow Company 
Toledo, Ohio 


J Branch Office and Warehouse 


CHICAGO 
69 E. Wacker Drive 








BELLS and 
BELLTOYS 


FOR HARDWARE, 
SADDLERY AND 
TOY TRADE 

Also for the manufacturers 
of Electrical Bells, Tele- 
phones, Clocks, Recorders, 
Registers, Typewriters, etc., 
etc. Special sizes made to 
order. 


THE N. N. HILL BRASS 
COMPANY 


33 Skinner Street 
East Hampton, Conn. 














OX 0x0 
yar 


canning 
racks 


features. Prices that 
keep them turning over. 


sheet. 


‘ubbish burners | 


cake coolers 


Wire baskets 
santas Lit chen wire goods 


Write for catalog No UNION STEEL PRODUCTS CO. 
. ALBION, MICHIGAN 























) 


CLOTHE 
WRINGERS 


with the features of the latest 
washing machine wringers. 


LOVELL MANUFACTURING CO. 
ERIE, PA., U.S. A. 











“Make Your Show Windows 
Pay Your Rent” 
“Don’t Forget! Many Sales 
Are Made on the Sidewalk” 
ONKEN TOWER Merchandise Dis- 
players make Window Trimming Ef- 

fective and Easy. 

ONKEN TOWERS are Wonderful for 
se quick changes in your win- 
low. 

ONKEN TOWERS have interchange- 
able features.—Two-in-One. 
ONKEN Tower Merchandise Win- 
dow Displayers are made in 5 sizes 
from $6.00 Up and made like a piano. 
36’ wide. 

ONKEN TOWERS range in price 
from $6.00 Up and made like a plane. 


Write for Descriptice Matter No. 98 


THE OSCAR ONKEN CO. 


No. 698 West 4th St. 
CINCINNATI, OHIO 





YERS “anon 
STO 


MODERNIZE STORE METHODS 


To provide adequate storage facilities for shelf stock—to 
make it ible and ient for clerks and stock men 
to handle with absolute safety—to insure quick service for 
wholesale or retail trade—install one or more 

MYERS NOISELESS CUSHION TIRE STORE LADDERS. 


Deep tread steps, full length hand grips, rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 














tion and noise and produce a ladder of ample strenyth for 
safety, convenience and efficiency. One style onl at o' 
design—attractively finished—any height—easily installed — 
meets most requirements. Circular on request. 


me FE.MYERS & BRO.co. 


ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 








SEGAL KEY CUTTER 
Pays for itself‘ in a few months. 
Se simple any one can operate it, 
used by hundreds of Hardware 
Dealers with great success and 


Segal advertisements in mag- 
azines will reach over 26 
million people. A lock must 
“protect as well as orna- 
ment” is the sales story 
they tell. This powerful ad- 
vertising will send more 
people into your store for 
Segal locks and hardware 
for homes, apartments, of- 
fices, garages, factories, etc. 
Stock and display Segal 
products for greater profits. 
Write for free literature and 
full details. 


Segal Lock & Hardware Co., Inc., 
12 Warren Street, New York, N.Y. 


SEGAL 


Burglar-Proof 


Jimmy-proof 
Locks 


CKS 


Latches and 
Padlocks 











YOU CAN SELL THESE 


easily, quickly and at a good profit! Every father and 
mother is looking for these nursery specialties. The price 
is right, they are beautifully made, and they fill an actual 
need that must be satisfied. 

No. 25 is a Metal 

Porch Gate that fits 

any opening. No. 40 

is a folding stroller, 

easily carried any- 

where. Ivory enam- 

eled steel frame, rub- 

ber tired wheels, wood 

Prompt ship- 


Write for complete 
illustrated catalog. 


Perfection Mfg. 
Company 
2745 N. Leffingwell Ave. 
St. Louis, Mo. 


ckA-Bye 




















HARDWARE AGE for DECEMBER 12, 1929 

















ARMSTRONG BROS.“ 
Saunders Type Pipe Cutter 


With this cutter the hardened steel rollers 
eliminate the burr raised by the cutter 
wheel. The point of the screw is hard- 
ened and bears on a hardened tool 
steel insert. All parts are carefully 
machined and are interchangeable 
with similar parts of standard 
makes. Write for Catalog P-10. 


ARMSTRONG BROS. 
TOOL CO. 





Other Pipe 
Cutters from the 
Line of Better Pipe 
Tools include the 








“The Tool Holder 


Barnes Type Cutter and People” 
the Armstrong Bros. Im- 314 N. Francisco Ave. 
proved Heavy Duty Cutter. CHICAGO 

















Shovels Full of Profit 








S TIck your fist in a roomy “Moly-D” 
handle—Feel ihe easy hang and balance. 
























Then you'll see how little effort’s needed 


to shovel your way to profit. 

















The Wood Shovel and Tool Co. 
PIQUA, OHIO 















The Carton Sells the Handle 








“Seeing is Buying” when you display American King 
Handles in the new transparent display envelope. 

No better handles—finest quality, hand shaven selected 
hickory, air-dried, Axe, Hatchet and Hammer Handles 
all sell faster packed this way. 

Write for prices 
AMERICAN HANDLE COMPANY 


Jonesboro, Arkansas 









The Most Complete Line 
on the Market 















REZNOR) 


SSE 


CAS_NEATERS 


FUEKNITURE 
















REZNOR MANUFACTURING CO., MERCER, PA. 


































Show any 
carpenter or 
builder a 
Skilsaw and 
he’ll sell it 
to himself. 
Skilsaw pro- 
vides its own 
“sales talk.” 
The profit on 
a Skilsaw is 
something 
you won’t 
want to over- 
look. 
SKILSAW, INC... ..3317 Elston Ave., Chicago, Ill. 


SKILTSAW 




















RAPID PROFIT 
SPECIALTIES 


Kees Garden Trowels 













One-piece steel trowel . . . attractively finished 
in dark blue lacquer... points ground and 
polished . . . handles perforated . . . ideally 
balanced. Blade 6% inches long by 3% inches 
wide, handle 5 inches long. A sturdy product 
and readily salable. Stocked by most hardware 
jobbers. Write for prices. 


F. D. KEES MFG. CO. 
Beatrice, Nebraska 




















Known and Trusted 
for their unfailing 
accuracy— 

BS 
ProOWwN & SHARPE 
Toots 


“World's Standard of Accuracy” 





TRADE-MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


NY.) 5 O10): 30) 


SAMSON SPOT, PHOENIX, and SACHEM BRANDS 
Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 


Send for catalog and samples 


BRAIDED CORDS «+ COTTON TWINES 
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Classified Opportunities 





Use the “Classified 


ities Section” to reach Hardware Manufacturers, 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section 





BOXED DISPLAY RATES 


Positions Wanted Advertisements 
60% off rates quoted 


Address your advertisements and replies te 








Set Solid, Minimum of 5 lines... .$3.00 
Each additional line 
All Capi Minim: f 5S lines.. 4.00 
tate: Se 
Average 10 words to a line 
Allew One Line for Keyed Address 





Remittance Must Accompany Order 


Age, Classified Opper- 
sites, “2389 West Seth St. Kew 
Fr 


6° | Discounts for Classified Advertising Yo 
4 insertions, 10% | 8 insertions, 158% 
° 





Harpware Ace is published each Thursday. 


Forms close Nine Days previous to date ef 
publication. 





Samples of bandise, literat atalogs, etc., requiring more than ordinary reforwarding postage should sot 
one are be addressed to box numbers. 





BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





GUIDE BOOK CONTAINS DEALERS NAMES and_ addresses of 
LOCKSMITH’S. Key cutters, THE LOCKSMITH DIRECTORY & 

ACCESSORIES, GUN, PHONOGRAPH SAFE, 
MB AIRS. POSTPAID, $1.00 ROUTSON’S LOCK- 
SMITHING BOOK POSTPAID. $1.50. Order from A. NUGENT, JR., 
No. 30 North 3rd Street, RICHMOND, VA. 





FOR_ RENT, an entire brick building 22x95 in the heart of the city. 
Three floors, concrete basement with electric elevator. A wonderful oppor- 
tunity for a popular priced hardware store. Rent reasonable. For further 

articulars, write arold Merlender, 36 Kneeland Avenue, 

inghamton, N. Y. 


Owner, 





WANT TO BUY RETAIL HARDWARE STORE located in or near 
the State of New York, town of not over 2000 population, not near large 
city, stock inventory about $6000.00. Address Box 1624, care of HARDWARE 
Ace, New York City. 





5 . FOR SALE 
Old Established hardware, seed and implement business within 15 miles 
of five cities. Population of 100,000 yeople, located near farmers market 
square. Address Box I-622, care of slsaperten Ace, New York City. 





HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


BVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR THN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 











MR. DEALER—Meet catalog competition in Poultry and Thermo Foun- 
tain. Write A. F. Peterson, DeWitt, lowa.,- for low factory wholesale 
prices which will enable you to meet all competition. Ship from Daven- 
port, Iowa. 





FOR SALE—Nice retail hardware business in Piedmont, North Carolina. 
Moderate stock, splendid agricultural section, considerable manufacturing 
in the town, about 10,000 population. Address Box 1-619, care of HARDWARE 
Ace, New York. 





HELP WANTED 


WANTED Experienced Hardware man selling to Jobber & Chain Stores. 
If proven business getter will have chance to Roptace partner in organiza- 
tion. State experience and references. Address Box 1-601, care of 
Harpwa + Ace, New York. 


POSITIONS WANTED 














:S EXECUTIVE with fourteen years’ hardware experience selling 
in i ee in the United States and entire Canada. The past five 
years in charge of advertising, export and domestic sales of a hardware 
manufacturer showing a profit to stockholders having reached the limit of 
possibilities. He is leaving present firm and will be open for a connection 
with wider scope January first. Address Box 1-613, care HARDWARE AGE, 


New York. 





ALESMAN knowing wholesale and retail hardware 
PR a pone hy New York intimately. Seeks position either salary 
or commission with drawing; accustomed ,to five thousand annual earnings; 
now employed; ‘appearance, capable, dep ; age thirty-five, 
drives good car, Christian, married, references. Address Box I-583, care 
of Harpware Acz, New York. 








4 
POSITION WANTED ; d 
WITH a thorough wholesale, retail and chain store buying, selling and 
executive experience, I seek a_place with a large hardware organization 
offering a good opportunity. ide and intimate trade acquaintance in 
Chicago area. Responsible references. Questions invited. E. R. Wag- 
ner, 6208 N. Claremont Ave., Chicago, IIl. 





OPPORTUNITY FOR A MANUFACTURER 


Successful executive, experienced in organization, sales 
and production, will consider an opening with manufac- 
turer interested in expanding his business. Prefer ar- 
rangement based on nominal salary with increased 
earnings. Address Box | 627, care of HARDWARE AGE. 











EXPERIENCED hardware man, at present oe ge ee desires to make a 
change by January Ist. Age 36 years, married, years’ experience in 
the icell bavdictabe business, prefer South or West. Address Box 1-626, 
care of HarpwArE AGE, New York City. 





EXPERIENCE covers selling, buying and handling of hardware, iron, 
steel machinery and specialties used by factories, contractors and builders, 
Metropolitan district. Address Box 1-625, care of Harpware AcE, New 
York City. 








MANAGER OR A-! SALESMAN—Twenty years’ experi Buyi 

and Selling, General Hardware, Builders’ Sangin, Heusdioraichiog ; we 

tric Appliances and Supplies, Seeds, Fertilizers, Farm Implements. Capable 

taking responsible position as experience ccvers bookkeeping and business 

+ el pe eo —— in gp ve Jersey » “~~ can commute on Central 
t) ew Jersey or nt . ° 2 

Stilford Ave., Plainteld, N. Jo” OTK CEE. Gayle, 1152 





POSITION with hardware manufacturer selling jobbers and depart- 
ment stores in Eastern and Middle West States. Experienced, single. Avail- 
able Jan. 1st. Address Box 1-607, care of Harpware Acz, New York City. 





YOUNG MAN—Thirty, married, with car desires position as Hardware 
Salesman in New England. Excellent following, references. Available 
January ist. F.H.M., 148 E. Elm Avenue, Wollaston, Mass. 





.KNOWLEDGE AND EXPERIENCE FOR SALE—Advertising man 
with wide experience in builders’ and  poowe hardware will be available 
0 ional 


SALES ACCOUNTS WANTED 





January Ist, Has thorough knowledge consumer, trade and prof 

—— oy ont cae roman, display material and catalogue 
reparation an ublication. ress R. I. T., Box I- - 
ware AcE, New York. ‘ a 





POSITION SEI.LING JOBBERS, dealers and depart i 
Pennsylvania, Ohio and West Virginia. Experienced. tegen ag 
Address Box I-606, care of Harpware Ace, New York City. 1 








MANUFACTURERS’ REPRESENTATIVE, Young man, capable, 
experienced salesman 10 years with nationally wn manufacturer, past 
two- years as Assistant Sales Manager. Desires one or two lines of merit 
to hardware and sporting goods jobbers. Illinois, Wisconsin, Minn., Iowa, 
Nebraska, Kansas, and Let Thoroughly acquainted with trade. Best 
Co a Address J. Boyd Johnson, 2114 Carroll Avenue, Chicago, 

nois. 



































HARDWARE AGE for DECEMBER I2, 1929 


107 





Classified Opportunities 





SALES ACCOUNTS WANTED 


| 





SALES REPRESENTATIVES WANTED 





SALESMAN—business producer; large following among hardware job- 
bers, dealers, department stores; also acquainted with woodenware, house- 
furnishing, electrical appliance trades. Selling past sven years in New 
England States, New York, New Jersey. Territory covered thoroughly 
by car. Now employed. Salary or commission drawing or will represent 
factories direct on straight commission. Address Box I-618, care of 
Harpware AcE, New York. 





WE HAVE our own warehouse, on railroad, also delivery trucks. Would 
like to hear from some manufacturer wishing sales and distribution in 
Detroit and surrounding territory. Address Box I-623, care of HARDWARE 
Ace, New York City. 





CONNECTION DESIRED WITH MANUFACTURER of Hardware, 
Household or Fireplace Goods. Expreienced in Southeast. Age 45 and 
available January. Address Box 1-615, care of HARDWARE AGE, New York. 





SALES REPRESENTATIVES WANTED 











SALESMEN WANTED 


Old established hand tool manufacturer desires five direct 
full time representatives in the following territories: 


New England States 

Western Pennsylvania and Eastern Ohio 
Michigan and Indiana 

Northern Illinois, Wisconsin, Minnesota 
Southern Illinois, Missouri, Iowa 


Give experience, references. All replies held confidential. 


Adress Box 1617, care of Hardware Age, New York City 














Sales Representatives Wanted 


Sales Representatives on Commission Basis to sell 
line of sundry specialties, many territories now open 


except New York City & Pacific Coast. This line 
covers specialties for the wholesale Hardware, Paint 
& Varnish, School Supply dealers and Bureaus of ; 
Education. Our lines are chalk, crayons, carpenter 
chalk, railroad chalk and putty. Only man or organi- 
zation now selling to any or all of the above classes 
of Trade required. Will arrange for exclusive terri- 
torial representation with right party. Address Box 
I-621, care of Hardware Age, New York City. 

















New patented 


SALESMAN WANTED—Screw-holding screw driver! P 
Removes, inserts screws inaccessible places. Factories, garages, 


invention! : ( 
electricians, mechanics, auto, radio owners buy on sight! Two sizes. Your 
profit 75 cents each. Exclusive territory. FREE trial offer. Jiffy, 1314 


Winthrop Building, Boston. 





WANTED:—Sales Representative. To introduce new specialty article to 
the Wholesale and Retail Hardware and Auto Accessory trade. An ideal 
Liberal commission paid. Sample and proposition sent upon 





side line. 
request. Address: Du-KLO Manufacturing Company, P, O. Box 300, 
Hamilton, Ohio. 

REPRESENTATIVES calling on hardware jobbers and furniture 


manuufacturers to handle our line of Soss Invisible Hinges. Following 
territories open—Pennsylvania, Ohio, Indiana, also Southeastern and 
middle western states. Soss Mfg. Company, Roselle, N. J 














COMMISSION SALESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of HArpwAre AGE, New York City. 





ROPE SALESMEN WANTED in all territories—100 per cent pure 
Manila rope 17c. Ib. basis. Fast selling side line, five per cent commis- 
sion. UNITED FIBRE COMPANY, 82 South Street, New York City 
(Foot of Wall St., and East River). 








ware Age. 











Do YOU Want a Good Position? 


Right now you may be looking for a good position as Manager, Assistant, 


or Salesman with some responsible Hardware company. 
And right now some one may be looking for you. 


The best meeting place is in the Classified Opportunities Section of Hard. 


Fifty words at a cost of a dollar and a half will put you on the right road, 
in the right paper, for the right position, with the right Hardware concern. 


Send your ad to 
Classified Opportunities Dept. 


HARDWARE AGE, 239 W. 39th St., New York 
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INDEX TO ADVERTISERS 





THE ADVERTISERS LNDEX 


is published as a convenience and not as a part of the advertising contract. 


No allowance will be made for errors or failure to insert. 


Every care will be taken to index correctly. 





Acme Shear Co 
Acme White Lead & Color Wks. 
Addison-Leslie Co 
Aero Model Co 
Alabastine Co. 
Alexander Hamilton Institute. . 
Allegro Co., The 

Allen, L. B., Co., Inc 

Alliance Mfg. 

Allith-Prouty Co. 

Almo Trading & Imp. Co 

Altorfer Bros. Co 
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Chain Co 

Flyer Co 

Fork & Hoe Co..... 
Gas Machine Co..... - 
Golf Co 
Handle 
National 
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American 
American 
American 
American 
American 
American 
American Fastener 
American 


American Saw & Mfg. Co...... 


Screw C 

Sheet & Tin Plate Co. 89 
Stainless Steel Co.... 
Steel & Wire Co..... 
Swiss File & Tool Co. 
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American 
American 
American 
American 
American 


American 
Co. 


American Weekly 

Ames Shovel & Tool Co..... 
Anti-Borax e..« 
bacon 87 


Armstrong Bros. Tool Co......105 


Compound 


Arcade Mfg. 


Armstrong Electric & Mfg. Corp. — 
Mfg. Co 

Associated Factory Distributors. — 
Atkins & Co., E. 

Atlas Ansonia Co 

Atlas Tack 


Atomister 


Armstrong 


Corp 
Corp. 

Auto Vehicle Parts Co 
Autoberth Co. 


Babcock Co., The W. W....... — 
Badger Rubber Works......... -- 
Baeder-Adamson Co. 

Bakelite Corp. 

Baker, Geo., & Sons 
Baker-McMillen 

Banks Steel Post Co 

Barney & Berry, Inc 

Barton Corp., The 
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Bead Chain Mfg. Co 

Beall Tool Co 

Beckley Ralston Co.......... 
Beh & Co., Inc 

Beisser Key Machine 

Bemis & Call Co 

Bergman Tool & Mfg. 
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| Bernz Co., Inc., Otto 

Bethlehem Steel Co 

Birtman Electric 

Bissell 

Blair Mfg. Co 

Blaisdell Pencil 

Bluffton Slaw Cutter 

Bommer Spring Hinge 
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Hose & Rubber 
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Boucher Mfg. Co., 

Brach Mfg. Co., 

Brainerd Mfg. Co 
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Bunting System, 
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Co. 
Carolus. Mfg. Co........ 
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Tool Co.. 97 
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Conestoga Corp. 

Congoleum Nairn, 
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Continental 
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Cook Company, 
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Corbin, P. & F. 
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Corning Glass Works... 
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| Drmieie Pede 4502). 6655 6434 
D 
Mfg. Co 
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Display Material 
Henry... 
Dixon Crucible Co., Joseph.... 
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Show 
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Lead Co 
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Eclipse Machine Co 


Easy 


Economy Plumber Co 
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Edlund Co. 

Elastic Tip Co..... 

Electric Cutlery Co.... 

Enterprise ,Mfg. Co... 

Estwing Mfg. 
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Evansville 


Everedy Co., 


Co. 

Fairmont Tool and Forging Co.. 
Farrand, Hiram A 
Fate-Root-Heath Co. 

Faultless Caster Co 


Fairbanks 


Inc., 


Favorite Stove & Range Co..... 
Federal Washboard Co., The... 
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Fletcher-Terry Co. 

Flexible Steel Lacing 
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Foster Bolt & Nut Co 

Frantz Mfg. Co 
Frederick Co. 
Freed-Eisemann 


French Battery 


Radio Corp.... 
Co 
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Wheel Co 
Fireproofing Co 
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General 
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Getz Power Washer Co 
Gierling, Emil 

Gilbert & Bennett Mfg. Co.... 
Gilbert Clock Co., Wm. L..... 
Gillette Safety Razor Co....... 
Good Housekeeping 
Goodell-Pratt Co. 
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Greenlee Tool Co 
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Hardware Age Catalog 
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Harrington Cutlery Co. 
Harrington-Richardson Arms Co. 
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Hercules Powder Co 

Hercules Prods., Inc 
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Hygrade Lamp Co 


sf 
Imperial Bit & Snap Co 
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International Silver Co. 
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Iwan Brothers 


International 
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rom an Flectric Cleaner 
io.a Battleship 


We make “Commercial” bearings for every conceiv- 
able purpose. They are exceptionally efficient because 
of the three-point contact. There is a larger number 
of balls. Speeds up to 2500 R.P.M. Combined radial 
and thrust load with thrust in either direction. Write 
us! 


The Schatz Manufacturing Co. 


Poughkeepsie, N. Y. 
Agents: J. C. McCarty & Co., 253 Broadway, N. Y. City 








DOMES 





Slide Softly—Silently—Smoothly 
Better Than Casters for Furniture 
Seventeen years of constant 
sliding service without 
a complaint 





10c 
Set of 





Dome 


APPLYING 4 


Look for Name Inside Each Dome 


If your Jobber cannot supply you—write us direct. 


DOMES of SILENCE 


INCORPORATED 
21 Pearl Street New York City 














Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 


lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated I, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the 


CONTENTS OF VERIFIED LIST 
Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
Chain Hardware Stores in United States and Canada. 

, 10, 25c to $1.00 Syndicate Stores carrying hardware. 
Department Stores carrying hardware and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 

Mail Order Houses handling hardware and housefurnishings. 
Woodenware and illow-ware Wholesalers. 

Paint, Oil and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen’s calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
Tenth Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 








REPUTATION 


Superior Brand 
Hardware Cloth is 
made from standard 
wire, — smooth, 
round wire carefully 
f woven and heavily 
af] galvanized. 


eneet 

‘ i It has gained its 
‘ reputation as the 
quality product of 
_—_—— the industry because 
every roll meets ex- 
actly these specifi- 
cations. 
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Remember— it costs 
no more to stock 
Superior Brand. 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 
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HURD CUTTER-PROOF 
SAFETY HASPS 
Developed for the trade 
at the insistent requests 
of dealers. A safety 
hasp possessing all the 
protective features of the 
Hurd Line. Saw-Proof, 
File-Proof, and Cutter- 
Proof. Staple of Hurd 
Special Alloy. Whole 
hasp hardened and rust- 
proofed with a silver udy- 

lited finish 





HURD SNAP LOCKS 
Machines to exceptionally 
close limits from solid 
bar bronze. Shackles are 
made from specially hard- 
ened, saw, file, and cut- 
ter-proof steel. Special 
designs make it impos- 
sible to open the lock 
by hammering and jar- 
ring. Available in reg- 
ular and long shackle 
styles, in various sizes 
at prices listing from 
$1.65 to $3.15. 


ROUND BRONZE BODY 
PADLOCKS 

Cut from solid bar 
bronze, of exceptionally 
neat appearance an 

adapted for general use. 
List Prices $1.25 to 
$2.75 according to size. 
Several sizes can be 








Master-Keyed. 


i aed 













RONGER 


Cutter Proof Save Proof-File Proof — 


Dealers everywhere are 
finding the new Hurd 
Cutter-Proof $1.00 Lock 
a big seller—an undis- 
puted leader. Resists 
bolt-cutters, — files and 
hack-saws. Furnished on 
metal counter displays. 












Retaits 
profitabl 
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ONTH after month, 
M over six million read- 
ers of the Saturday Evening 
Post, Collier’s, Popular 
Science, and painters’ jour- 
nals, get the Wooster 
message, “If it’s worth 
painting, it’s worth a 
Wooster Brush”, but the 
important point is that 
many of them are your own 
customers and prospects. 









| iii 
AM 
feb t i 


4 


i Hey I i 


Wooster Brushes are the if poi ola ota 
kind of tools that you can #3 ( srr a 
be proud to have linked ric owgeeten bausm 


irede ma 


with your name, for when- 


ever there’s talk of a ia OOSTER 
Wooster Brush—you’ll hear se | SRUSHES | 
only words of praise. Be Se 





R GOOD PAINTING @ 


Good paint and Wooster 
Brushes are an unbeatable 






‘ge enough to 
your dealer. 










combination for you. se Trade Marks. : :: 25x30 inch jumbo 
es e< prints of Wooster 
aes mee ase advertising for 
Send coupon for attractive -_ eee ert your wi aaew 


ER, OHIO 


display material. 


THE WOOSTER BRUSH COMPANY 


Wooster, Ohio 


“Makers of good paint 
brushes for 78 years.”’ 






=~ ee ee out— 
they’re Foss-Set! 
: Look for this trademark FOSSSET 
THE WOOSTER BRUSH COMPANY 
ae” Trearve bes ese score” 
~ oy Weester. Obie 

A@e Ena aa aE aa He Re ae ewe eee ee ee ee ee 
THE WOOSTER BRUSH COMPANY, WOOSTER, OHIO 

Please send me the following free display material which | have checked: 
Ted the Tester Cut-out jumbo prints ____ window streamers 
Newspaper advertising mats ‘Movie slides. Folders. 


NAME: ADDRESS: 
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